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Slaymaker soup Brass 
HOUSE NUMBERS 


| Sturdy, compact wire display rack holds six each of Slay- 
shor oe ee maker's gleaming solid brass house numbers, 0 to 9 inclusive, 
total 60. Individually skin-packed on a colorful selling card. 
Ask your distributor or write Slaymaker for exciting details 
about the new PB60CD. 


ANOTHER FIRST By dlaymaker ohock. | 


Bayes 


CREATOR OF 
LANCASTER, PA. 


WORLD'S LARGEST 


er PRODUCER OF 
Slaymaker’s See-Pack—a colorful boat in a removable clear plastic sleeve—has VAR Ae 6 
revolutionized padlock merchandising. The See-Pack is eye-appealing, sales- Way See BRASS PADLOCKS 
compelling, versatile. It saves shelf space, keeps locks clean, is easy to open. And SAS Wake % 


oz, tests prove that See-Packed locks outsell similar locks as much as five to one! 
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means profit you/can bank on!” 


Reynoldsburg Hardware, 7088 ‘East Main, Reynoldsburg, Ohio 





“I've handled the Gates line for the last seven of the more than twenty 
years I’ve been in the hardware business. Turnover and profits are so sure and 
steady that I rank the Truflex Belt Line among my top eight money makers! 


“We make regular use of Gates displays, banners, V-belt merchandisers 
and the very helpful V-belt Replacement Guide. We have a long Gates Dis- 
play Rack which shows customers that we have a belt for every need; also, of sail 46» 4 
course, it helps to keep our stock in order. All these Gates Sales Aids help us 


average 50 belt sales a month.” V-BELT 
h il 
Go Gates for profits Vou can bank 


...call your wholesaler today! 


Your nearby Gates Wholesaler will have a factory-trained 
Gates Representative install attractive belt racks or merchandisers, 
and supply you with a complete set of Gates store-tested sales tools. 
Call your wholesaler today. Let him show you how to put your 


stock in shape for maximum profits — without losing a penny on 
your present stock! 


World’s Largest Maker of V-Belts 


. : a, Q 
<7” Gates \) 
50th TPA 569 
\ fy 


Other Gates Hardware Products: Garden Hose + Door Mats « Underground Sprinklers + Steel Pulleys » Washing Machine Hose 





Master of the building: Give him one master key: 


Here’s a big sales opportunity for you. The amount of time 
wasted by a janitor or custodian trying key after key ina 
lock can easily be turned to better uses. Sell school boards, 
building managements and store owners on the master- 
keying systems they need ! One-key convenience makes Yale’ 
master-keying systems the most widely used in the world. 
For further information, see your Yale Distributor for the 
full line, or write to the Yale & Towne Manufacturing Co., 


Yale Lock & Hardware 
Div., White Plains, N. Y. AAsLaoom ROCA AA IS 


YALE—=REG. U.S. PAT. OFF. 
Want more facts? Circle 101, p. 35 
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New from Johns-Manville! 





Now! Sell the finest plastic tape... 
in the handiest dispenser! 


THIS BRAND-NEW DISPENSER 
makes handling plastic electrical 
tape far easier than ever before! 
Far safer, too, because the cutter is 
permanently shielded ... can’t snag 
hands or clothes. 

From beginning to end, your cus- 
tomers will save time and trouble 
with J-M Dutch Brand Plastic Elec- 
trical Tape in this great new dispen- 
ser. And they will like all ten of the 


important advantages shown on the 
right. 

But, see for yourself! Get all the 
facts on Dutch Brand® Plastic Elec- 
trical Tape in the handy new dis- 
penser from your J-M Dutch Brand 
man. Or write or wire E. H. Wells, 
Vice President, Dutch Brand Divi- 
sion, Johns-Manville, Box 359, New 
York 16, N. Y. In Canada: Port 
Credit, Ont. Cable: Johnmanvil. 


TEN IMPORTANT ADVANTAGES! 


1. Permanently shielded cutter! 
2. No moving parts to snag hands, 
clothes! 3. Can’t dull or clog! 
4. “Tape-and-tear” with one hand! 


s. Special “grip-strip” for faster 
starting! 6. Full 66’ of finest plas- 
tic electrical tape made! 7. Pre- 
loaded ... ready to go! s. Protects 
tape against dirt, grease! 9. Big 


center hole for easy handling! 10. 
COSTS NO MORE THAN TAPE ALONE! 


f) JOHNS-MANVILLE Sf 


DUTCH BRAND ELECTRICAL TAPE 
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for Strength 


. Versatility 


Bethlehem nails drive straight and true (=>) 


Just take a ‘“‘whack”’ at a Bethlehem nail. Hit it straight on, or even a little off-center. 
It drives true and easy—from first blow to last. It’s a nail carpenters know and respect. 

Order Bethlehem nails in a complete range of styles, sizes, and finishes: bright, 
blued, cement-coated, and galvanized. They’re shipped in sturdy, easy-to-handle, 
50-lb cartons, and convenient packages of 1, 5, and 25 pounds. 

Your regular distributor can give you speedy delivery: Bethlehem nails, staples, 
farm fence, steel fence posts, barbed wire, baling wire, merchant wire, and bolts and 
nuts. Or call the nearest Bethlehem sales office. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


Export Sales: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 


Want more facts? Circle 103, p. 35 
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Editorial 


by W. A. Phair 


Danger signals... 


Remember back in 1948, when there was a very heavy demand for 
almost all types of merchandise? Very little selling was needed to 
move goods. Discount houses were hardly known. But there was 
some shortage of goods. Manufacturers were just beginning to get 
pipelines filled. In that year the ratio of retail inventories to retail 
sales was 1.32. In short, all retailers were working with a minimum 
inventory. 


Market conditions today are quite different. There is more compe- 
tition for every consumer dollar; manufacturers are able to make 
prompt delivery of just about every type of merchandise. Yet, the 
startling fact is that today’s retail inventories, as related to sales, 
are almost identical with 1948. This is not a healthy condition. 


All the statistics that are used to gage the temper of consumers 
indicate that this Christmas could be a real big one for all re- 
tailers, including hardware dealers. But these figures do not in them- 
selves sell goods. What happens to you d2pends on what you do. 


The statistics simply say that there is going to be good business 
available. Whether or not you get a share of it depends on you. 
If you are going to sit back and assume that you’re going to get 
business, just because the statistics say its there, you are going to 
be disappointed. You still have to go after it. 


But it is going to take more than just a willingness to work to 
get a share of this business. It is going to take merchandise. And 
from the figures we cited earlier, it appears that many retailers are 
going into the big season with very, very slim stocks. Putting this 
another way, many retailers, including hardware dealers, are likely 
to be running out of merchandise at the peak of the season. 


Telling a customer that you are sorry, but you are out of the item, 
is just the poorest type of excuse you can use. You not only lose the 
sale, but you also lose the customer’s confidence. Next time he may 
not even bother to try your store. 


One of the reasons for the low inventories in the retail hardware 
trade may be the amount of attention that has been focused on in- 
ventory control in recent years. Inventory control is most essential 
to running a profitable store. But it may be that too many dealers 
are concentrating on reducing inventory, rather than controlling it. 
Effective inventory control assures that you have adequate stock to 
meet demands. If you have too many outs, or have to turn down too 
many customers, then you do not have effective inventory control. 


The danger signals are up. Don’t ignore them. Make certain you 
have adequate inventory for the holidays. It’s not too late for a last 
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Editorial 


continued 





minute check. It is especially important that you have an adequate 
stock of all items you are promoting. If you advertise it, be sure you 
have it. Make it a good season for your store. 


The big weapon... 


We can be sure that the big merchandisers will do a lot of price 
promoting for the Christmas season. This is going to be very irri- 
tating to all of us. But there is a counter-attack that can be used 
that is especially effective this time of the year. 


This big weapon is persona] salesmanship. Salesmanship is an ex- 
pression that has been kicked around a great deal over the past few 
years. In some degree it may have lost its real meaning. But it is 
truly a tremendously effective tool when it is properly used. Un- 
fortunately, it is rarely used correctly. Practically every hardware 
dealer pays lip service to salesmanship, but too often he stops there. 


The only way you, as a store owner or manager, can improve staff 
salesmanship is by planning for it and then carrying out the plan. 
There is no other way. 


With the hundreds of problems that are on your mind right now, 
it is difficult to add another, that of improving store selling skills. 
Yet, an improvement in the selling abilities of your salespeople could 


be 10 times more valuable in profit dollars than a dozen profitless 
promotion items. 


The closer we get to Christmas, the less important price becomes. 
It is never completely unimportant, but it does diminish as a consumer 
motivating force. In its place, helpfulness, adequate stocks, prompt 
service and salesmanship grow in importance. If shopping in your 
store can be made a pleasant, friendly experience, you can counteract 
price in many, many instances. 


But you cannot expect your salespeople to develop really effective 
salesmanship without some guidance, and a little pushing, from you, 
the store owner or manager. 


Time taken now for two or three little sales meetings will pay off 
in many, many ways. Post your store people on special Christmas 
merchandise and on advertised items. Encourage them to work out in 
their minds some gift selections appropriate for various types of 
people. Keep reminding them of the importance of a simple little 
smile and a friendly greeting, no matter how tired they may be. And 
above all, don’t let personal appearance suffer as the peak is reached. 


You have a real good competitive weapon in your hands. Don’t 
fail to use it. 
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o Stock-Pac really moves 


merchandise ... gives us a better markup, too!” 


says JACK CINGOLANI 
KOCH HARDWARE 
BUTLER, PENNSYLVANIA 





Counter 
Display 





SEMICONCEALED 
CABINET 
HINGES 
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'ONAL MEG co STERLING ma 
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100 STOCK-Pa 


mi +) CONCEALES 


Floor : < CABINET 


HINGES 


Display 





With the National Stock-Pac carton, you get the 
quantity price advantage, plus the sales advan- 
tages of an attractive help-yourself merchandiser. 
Just trim off the corner of the carton and set it 

| up on a counter or as a floor display with back-up 

faaws sm conceaus stock. Dealers are reporting amazing sales in- 

ye an: | creases since the introduction of this new pack- 
eat age filled with Visual-Pac merchandise. 


All National hardware is packaged for greater 
eye-appeal . . . buy-appeal. Picto-graphic cartons, 
decimal-packed for easier inventory control, have 
a tell-all label that shows exactly what’s inside. 
The Visual-Pac line offers you the broadest selec- 
tion of builders’ hardware available anywhere 
in self-service packages. 


Join the swing to National... hardware that’s 
packaged for today’s busy, merchandising- 
minded retailer. Write for free literature. 


» 


NATIONAL MANUFACTURING CO. 


30112 First Ave. Sterling, Illinois 
Want more facts? Circle 104, p. 35 
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A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


A decade of growth seen... 


The Labor Dept. forecasts a continued upswing in consumer sales 
over the next 10 years. Business looks good for all types of stores, 
spokesmen say. Biggest growth will come in suburban areas. Rising 
income and increasing population assure a continued upswing in 
demand for most goods. Payrolls also will increase. The trend will 
be toward more night and weekend openings. More and more com- 
plicated electric tools and appliances will increase need for trained 
salesmen for demonstrations. Even so, you’ll likely see move self 
service stores in the next decade. 


Some tariffs may be cut... 


Don’t misunderstand President Kennedy’s pitch for more liberal 
foreign trade rules. Kennedy will ask Congress for broad authority 
next year to cut import tariffs wherever he thinks it will do some 
good. In answer to protectionists, the President will propose a 
system of federal aid to industries hit hard by import competition. 
This ma} mean new taxes, to be derived from dealers and shops who 
benefit from sales of low cost imports. The Kennedy plan will also 
give him authority to raise tariffs, meaning eventual higher prices 
on some imported items. 


Violations cause slowdown... 


The Small Business Administration has put the brakes to its mush- 
rooming Small Business Investment Co. (SBIC) program. The 
reason: Evidence of rule-breaking by newly-licensed companies. 
Administrator Phil David Fine says that while most violations are 
accidental, only about 10 of the 425 firms licensed so far have perfect 
records. SBA will “make haste slowly” on new applications, Fine 
says, until it can come up with an effective means of alerting com- 
panies to their mistakes. Delays will be tough on rural dealers, 
since few SBICs are operating away from dense metropolitan areas. 


Fallout shelters in spotlight . . . 


The market for private home fallout shelters will hold next year, 
unless Congress decides President Kennedy is right and votes the 
money for a nationwide system of public shelters. Even if Congress 
goes along with the White House, rural families, far from public 
city shelters, will want their own. Kennedy, aware of mounting 
fraud cases-among a rash of new shelter-building firms, believes the 
government should provide public shelters instead of individuals 
building their own. He will ask Congress soon for an extra $1 billion 
to finance the shelter program. 
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Not a mere claim—actual fact! More Weller Soldering Guns are sold than all other makes 
combined! Over 4 million have been sold! And no wonder. Weller leads in performance—with 
features such as fast heat (34% seconds)—dual heat models—iron-plated copper tip for 
superior heat transfer. Weller leads in appearance—with a handsome design that spells quality. Weller 
leads in consumer demand—through powerful advertising. Don’t settle for less than the leader. 


ec ee en 


Stock Weller, the original Soldering Gun. Weller Electrical Corp., 601 Stone’s Crossing Rd., Easton, Pa. 


z- ) 


._/4 Model 8200K Model 8250AK 
Dual Heat Gun Heavy Duty 
Model 81008 sae Kit Model 8250A Gun Kit 
125 Watt Gun . : 250 Watt Gun 


$644 Yael @ $4995 


Want more facts? Circle 105, p. 35 
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HARDWARE BUSINESS 


Outlook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


STEEL INVENTORIES BUILD-UP CLUE TO 1962? 





Revorts that steel users are building up inventories for early 1962 
give further indication tha’ the general business tempo is picking up. 
Iron Age magazine reports auto companies have asked that some steel 
they had scheduled for January consumption be delivered in December, 
thus boosting December's total considerably over November. Much of the 
increased ordering doubtless will go for current and immediate future 
use, bolstering the steel industry, a key in the over-all economy. 




















HOUSING STARTS HIKE MAY HYPO HARDWARE SALES 





Hardware sales should benefit from the 18 percent gain in single- 
family construction starts recorded in October, largest increase this 
year. F. W. Dodge Corp. reported total residential building contracts 
in October amounted to $1,498,643,000, up 8 percent from a year ago. 











MANUFACTURERS' SALES HIT RECORD HEIGHTS 





Retailers’ hopes for substantial sales gains got another boost from 
manufacturers’ sales and new orders in October, both of which hit 
record heights for the period. Factory sales also were up 7 percent 
from October, 1960. Manufacturers’ inventories climbed for the fourth 
Straight month, rising $300 million from September's levels and bring- 
ing factory stocks at the end of October to their highest levels in 
15 months. 























HARDWARE DEALERS' BEST YEARS AHEAD? 





Hardware dealers concerned as to why they haven't shared as heavily 

in the much touted business improvement may be overlooking some simple 
age-to-market ratio statistics. Retailers benefiting most from the 
current population bulge are the baby and juvenile goods, clothing, 
etc., dealers. In the decade of the '60's, the biggest population 
increase is in the 6 to 17 year age group (43 percent) and the 0 to 5 
year group (26 percent), who are definitely not hardware consumers. In 
the upcoming decade, however, the greatest growth vercentagewise will 
be in the 18 to 24 group (56 percent), the time when young family 
formations are started. In the '70's the greatest group numerically 
(48 million) will be in the 25 to 44 year group, hardware's prime 
market. 





























- « « Turn to page 68 for more news of How's the Hardware Business. 
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Greatest Invention in Lawn Mowing History 


PINCOR YO -Vac ROTARY MOWERS _ 











with Cyclonic-Vacuum Cleaning Action! ~ 








| at | >) Grass is thrown 
Suction picks up CaS by spinning disc 
all loose debris, with great force 
cleaning lawn bed. | and packed solidly 

into the catcher. 

















, Flexible spinning disc 
Violent suction action propels grass to outside 
pulls grass straight by centrifugal force. 
and rigid for 
uniform cutting. rm 




















Here’s a below-deck view of 
the new Pincor Gyro-Vac 
. 4 showing the cutting action 
PP Be thos which cuts the grass clean and 
< spins it on the flexible, load- 
a ~ compensating plastic disc 

with great force into the dis- 
| ' SAAN. AKAN IIIA charge chute. Note baffle 
! 


\ i 
AYN INANE flange under edge of deck to 


prevent windrowing. 














} 
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The New Pincor Gyro-Vac Rotary Mowers A NEW LAWN APPLIANCE WITH 
had an outstanding reception at the National AMAZING PERFORMANCE FEATURES 


Hardware Show... Dealers were impressed 
by the many unusual Gyro-Vac features that . 
will give them something genuinely new to @®No More Raking 


ee ” . 
; Once-over cutting 
offer their customers. The illustration above 


and the performance points at right tell why 2 No More Sweeping does the job.... 


Gyro-Vac mowers can be the outstanding line 


for you in 1962. There are these other new @ (ts Wet or Dry 


Grass, leaves 


d loose debris 
plus features, too... like the Silent Impulse + = 

Starter... Patented Balanced Handle... Lawns in Less Time are packed solidly 
Controls and Height Adjustment... Light- 


weight Grass Catcher with Safety Snap Locks 2 Healthy Groomed Lawn into the grass 
... Underdeck Baffle... Plastic Engine catcher by 


Cover. s Self Cleaning by GYRO ACTION! 


Pincor’s New Gyro-Vacs are available in 3 e 
20” models: Gasoline Engine, Push type; Gaso- Gyro-Vac Action 
line Engine, Self-Propelled; Electric with Cord 


* 
... All with new grass catchers. 6 lageeved Safety 
eee 


Write for complete details, prices and get ready Sls cine aie 
to order early for the big 1962 Pincor Gyro-Vac ve bottom edge of chassis 


market ...be the first in your area with the § r Longer Engine Life ee 
valent ioe * No mulching of grass... requires less power 


In addition to the new GYRO-VAC Models there is also s Durable, All Metal Grass Catcher 


available a complete line of PINCOR standard, con- Easy to empty-with snap locks 


ventional mowers, rotary, reel and electric types. 





New Gyro -Vac Models Pincor Gyro-Vac Electric a New Batter y 


* Pincor Gyro-Vac push es Pincer Gyre-Vee Seih-pre- duty 1% 4.P. Pincor 7 Powered Model 
Model . . . with rugged, i . <a pelied Model... has | ht Aron te ) sf ee ) 
, 2 : : -, motor with 4 wheel height 
gasoline engine and new 3 | latest designed gasoline —— adjustments and new 
grass catcher. 2s 4 yo engine and lightweight @& rf grass catcher. £ Pincor Electric, 
catcher. j Battery operated Model 
. » » Powerful motor run 
by heavy duty storage 
battery—home recharge- 
able. 








There’s A Nationwide Network of Pincor Authorized Service Stations 
Pincor-trained mechanics offer a complete mower and engine service throughout the Unitea States and Canada 


ELECTRIC PORTABLE POWER TOOLS 
ELECTRIC ( 
GASOLINE y 
GENERATING . 
ENGINES PLANTS Jf : 


Manufactured by PIONEER GEN-E-MOTOR CORPORATION 5840 W. Dickens Ave., Chicago 39, Ill. + Telephone BErkshire 7-4100 
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A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


WATCH PROMOTIONS: "DANGER" FLAGS ARE FLYING. 








Signs are numerous that consumers are getting more sophisticated about 
bargain sales. Magazine articles, increased Better Business Bureau 
activity, etc., teach shoppers how to spot wild claims. More and 

more price cutters promote items (especially toys right now) at rock- 
bottom prices, but ads are not backed by stock in depth. Customers are 
told "sold out," when they try to buy. Switch tactics are used. All 
retailers are hurt by this activity, and the BBB is trying to end it. 




















DO YOU KNOW HOW TIME CAN SHRINK DOLLARS? 





As competition gets rougher, more dealers pay more attention to profit 
on past-due accounts. And they should, according to a wholesaler's 
figures. Why? Studies show a credit dollar is worth only 90¢ in 60 
days, 67¢ in 6 months, and 45¢ after one year on the books. Credit 

can be a real drain on profit for dealers who cling to 30-day ac- 
counts. If monthly billings are switched to revolving credit, service 
charges increase unpaid balances. A sharp prod for payment. Better 
review your plans for '62. Maybe this is the year to replace easy- 
going monthly accounts with strictly-business "pay up or pay more" 
open-end credit. 












































A QUIET EXPERIMENT BRINGS INTERESTING RESULTS. 





A quiet but growing interest in work clothes is stirring among deal- 
ers. Is this a buffer line to replace profitless items? Many dealers 
think so. While some hardwaremen have found the line profitable for 
years, the new wave of interest warrants consideration by more deal- 
ers. While work clothes may seem out of place, they're a good (52%) 
profit line, worthy of your consideration. Hats, gloves, coveralls, 
etc., seem a natural tie-in with most do-it-yourself hardware. 


























HAVE CONTROLS, SLIM STOCKS GONE TOO FAR? 





Are the inventory pipelines far from full? "Yes," say market special- 
ists. They cite 1948 as a comparison year, for pipelines were bare 
then. In mid-1948, the inventory-to-sales ratio in retailing was 1.52. 
This means stocks were 32% higher than monthly sales. This Summer, 

the ratio was 1.55. Too low. Experts agree: Recession ended in March, 
and best year ever is coming. But not for dealers, wholesalers who 
depend on the other feliow's pipeline. Consumers are ready to buy, and 
have the money. If your inventory is not 1% times your monthly sales 
targets, your goal is doubtful. 
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Whatever They Ask For... 


OU'VE 6 


«in the COMPLETE 
Columbian Line 


Customers can’t ask for what you haven’t got—when you 

carry the complete line of Columbian rope. Columbian 

‘ ? makes everything from a ball of household twine to ropes 

eG caammmmmmmet sn that haul in whales! Along with display merchandisers, 
attractive packages and extensive advertising! 


§ 
ft i 


Columbian Colpack Manila or Sisal Rope in 25 Ib., 50 tb., 
75 |b. and 100 Ib. Cartons. The package that brought rope 
out of the back room and onto the selling floor. You can carry 
nine sizes (4° to %” diameters) with a minimum inventory. 
A hole in the top of the carton permits you to sell Columbian 
Pure Manila Rope in as many feet as the customer asks for — 
you can also sell by the carton. The Colpack keeps rope clean 
— is easy to store —and gives rope maximum visibility and 
sales-appeal. 


Columbian Standard Coils of Manila or 
Sisal Rope. All sizes of rope in standard 
Pick-Me-Up Merchandiser. The Pick-Me-Up adds coils of 1200 ft. Half coils of 600 ft. The 
self-service to rope merchandising. Displays 50 most economical package for the dealer 
ft. and 100 ft. Columbian Manila coils pack- who sells cut lengths in larger quantities. 
aged and ready to go. Rope in Vs", %”, Yo” 
diameters. Pick-Me-Up takes less than 4 sq. ft, 
of floor space. 


af, 


Merchandiser #57 shows Columbian Colpack Rope Columbian 
in a variety of sizes. Rope feeds through guides 

to simple, accurate measuring device. The #57 is 

542” long, 442” high, 23%” deep, has 12/2” 

sign on top. 





Columbian Nylon Rope on wooden reels. These 
reels allow you to stock, show and sell Nylon 
rope in the same convenient packaging you 
have with Manila rope. Pure white, waterproof, 
rot-proof, and with extraordinary tensile 
strength, Nylon will appeal to the customer 
who is looking for a strictly premium rope. 


ia ) 
Z rope | 


= COLUMBIAN 


/ 
i aware Z 


—- 
—, 


COLUMBIAN Rope Company 


Auburn, “The Cordage City”, New York 
Want more facts? Circle 107, p. 35 
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CARL MORSTIEN, VICE 
PRESIDENT of Hardware Fair. 


ESL aeTy 


ete 


annually on our investment!”’ 


“Our National Systems have pro- 
vided a marked increase in our sales 
volume. Using a check-out type of 
operation enables our sales force to 
serve as clerks as well as cashiers. 
Customer self-service has increased 
impulse buying, a big factor in 
building greater profits. 

“The National itemized receipt 
has increased customer confidence 
and good will. All our records are 
now accurate and up-to-date. The 
departmental information provided 


CUSTOMER SELF SERVICE helps 
promote impulse buying. 


mes, CO 


ae. vada 


THIS NATIONAL SYSTEM returns its entire cost every year. 


“Our NCR Systems in 8 Stores 


return LOO% 


by our Nationals enables us to plan 
sales campaigns more efficiently and 
to profitably control inventories. 
“We have installed National Sys- 
tems in all eight of our stores. The 
continuing benefits we receive from 
them is shown by the fact that they 
return 100% annually on our invest- 


ment!’ 


Vice President 
Hardware Fair 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Want more facts? Circle 108, p. 35 


—Hardware Fair, Baltimore, Md. 


Your hardware store, too, can benefit 
from the many time- and money-sav- 
ing features of a National System. 
Nationals pay for themselves quickly 
through savings, then continue to re- 
turn a regular yearly profit. National’s 
world-wide service organization will 
protect this profit. Ask us about the 
National Maintenance Plan. 


(See the yellow pages of your 
phone book.) > 


. 





| 
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‘ 0 GUIDEPOSTS 


to an accurate inventory 


With inventory time scarcely weeks away it’s wise 
to find ways to trim your margin for error. Here are ideas 


and aids to help you do a better job this year. 


Inventory day. A nasty day? A job you and your help disdain? This is natural, 
and it is practically a universal feeling. 

Yet, it’s an awfully important day. If the job is done right, you have an accurate 
sense of direction for the year to come. You know how much money you have made 
in the year just ended. 

And, you have an accurate accounting as the basis for income tax reporting. 

On the other hand, a poor inventory job is fraught with problems. Big ones. 

A bad inventory count usually means you come up short of what you should 
have in stock. This means less money to buy for the year ahead. It means, on paper 
at least, less profit than you anticipated for the year passed, because every dollar 
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10 GUIDEPOSTS... 


(Continued ) 


that goes uncounted in inventory comes directly out 
of profit. 

Also, a bad count in inventory, due to sloppy or 
inept work by the counters, gives you visions of grand 
theft. It could even get you in trouble with the In- 
ternal Revenue Service if you try to deduct large 
“losses” attributed to theft. 

Yes, a good inventory is meaningful, and profitable, 
in many ways. You should push hard for a good day’s 
work from all concerned. 

What is a “good” inventory? 

Opinions vary greatly here, but department stores 
consider a shortage of under 2 per cent generally ac- 
ceptable. One per cent or less is thought to be a 
smashing success. 

In your store, the same general thinking could ap- 
ply. That is, if you think you own $50,000 in stock, 
and find only $49,500 (a 1 percent shortage) on inven- 
tory day, you’re in good shape. 

Even $49,000, or a 2 percent shortage, may be ac- 
ceptable. More than this means trouble: Major theft 
or a bad counting and recording job. 

Picture yourself on inventory day. Will you have 
made plans for an all-out effort? Will you appreciate 
what a good inventory means to you? 

If your answer to such questions is “yes!’’ the ideas 
that follow may prove helpful as you prepare for the 
big day. 


Guidepost 1—yYou need a floor plan 

A floor plan is important. A quick sketch, using 
little box shapes, will do. Every fixture and other loca- 
tion of merchandise must show and be numbered. 

Why? Because the inventory sheets you place on 
each fixture should bear the same number. Then, when 
you collect sheets after counting is done, you’ll know 
where to go to find any sheet which may be missing. 


Guidepost 2—You need an overseer 


You should appoint someone of proven ability to 
oversee the complete inventory. This man should check 
the work in progress on inventory day. 

That is, your “policeman” should be looking over 
the shoulders of the others. He should verify the 
counting being done, the neatness and overall accuracy, 
and encourage the workers to work slowly and more 
accurately. 


Guidepost 3—You need to stress accuracy 


The subject of your meeting with the counters and 
checkers on the day of inventory should be: “No 
guesswork, PLEASE.” Ask each person to seek help 
whenever there is doubt about a price, quantity, or 
unit measurement. 

A box with a dozen escutcheons has a 39¢ price tag 
on the outside. Will this be counted as one unit at 39¢ 
... With a $4.29 cash loss to you, or 12? 

When a person guesses, the odds are even that he 


18 © HARDWARE AGE, December 14, 1961 





Inventory Sheets 


Sheets come in two styles, white and yellow. Both 7 
types ruled for typewriter entry, pies sa for use 

in loose-leaf binder. White sheets, 9!/, x II in., 
have 25 lines per side on good bond paper. Listings 
include article, cost, price, unit cost, extension, re- 
tail price and retail extension. Yellow sheets, 10 x 

15 in. have 36 lines per side on high quality paper. 
Same listings as white sheets except percent dis- 
count and amount of loss instead of retail price 
and retail extension. 





Please send check with order to HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia 39. Make 
check payable to HA Reader Service Dept. Spec- 
ify color or Form Number. 





will guess wrong. One mistake becomes many, and 
soon the value of a truckload of hardware is un- 
accounted for. 


Guidepost 4—You need consistency 


Any item that can be sold as “each” should be listed 
that way. For example, take sleeves of light bulbs. 

Quite possibly, the bulbs are marked 3/79¢. But 
clerks sell them daily for 27¢ apiece. If there are 10 
sleeves of three, then there are 30 bulbs at 27¢, not 30 
times 3/79¢ or 10 times 3/79¢. Break each unit down 
to “each” and when the bookkeeper makes her exten- 
sions after the inventory, you will have an accurate 
total. 

A confused bookkeeper is as bad a problem as a 
careless counter or checker. And when she starts 
guessing, you’re really in trouble. 


Guidepost 5—You need a FULL count 


Every item in your store should be accounted for 
on inventory day, unless you have marked it out of 
stock for damages or some other reason. 

This includes worn and dirty merchandise, at its 
full price; merchandise out on rentals, on loan, or 
sent to the factory for repairs; display samples nailed 
in place permanently; and every item on the receiving 
dock. 

The clock in your office is probably out of stock. 
Count it in. The same applies to refuse cans, brooms, 
and the like. You’ll be amazed at how these little 
things add up. 


Guidepost 6—You need a few supplies 
A worn pencil makes a dull impression. A “3” looks 
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HA Form No. CC40! (yellow): $1.75 per 100 to 
500; $1.50. per 100 over 500. 
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like an “8,” and words may be illegible when it comes 
time for you to analyze the inventory sheets. 

A flat board helps you get neater sheets and much 
sharper recording. These boards can be cut from fiber- 
board or plywood, or even heavy cardboard. You should 
supply one, plus sharp pencils, to every person working 
on the inventory. 

The inventory listing sheets themselves are shown 
on these pages. 


Guidepost 7——You need to control errors 

The surest way to set up errors is to permit persons 
listing information on the sheets to use ditto marks, 
or make erasure of mistakes. 

Every item should be plainly listed, even if identical 
to the one above it on the inventory sheet. Ditto marks 
can be confused with figures, and the results may be 
disastrous. 

Erasures, similarly, can be confusing. When one 
listing is partially erased and another is placed on top 
of it, the result often is a nearly illegible bunch of 
scratch marks. 

If any listing is wrong, it should be voided by draw- 
ing a black line through it. Then, a new listing is made 
on the next line. It’s better to use up paper than 
profits. 


Guidepost 8—You need to break the monotony 


Most of us are at our sharpest and best in the morn- 
ing. And this is important when the annual inventory 
is being considered. The more wide awake your people 
are, the better the job will be done. 

Accordingly, make inventory day starting time begin 
as early as possible. And as the day wears on, keep the 


coffee pot perking. Coffee breaks, smoke breaks, or 
just plain rest breaks are to be encouraged. This 
breaks the tempo of counting and checking. This tempo 
tends to increase as workers hurry to finish a job they 
don’t enjoy. Haste does, indeed, make waste here. 


Guidepost 9—You need thorough workers 


Invite your crew to wear old clothes that can stand 
a bit of dirt. When your people are comfortable, they 
cend to worry less about climbing ladders and peeking 
into dusty bins and high-up shelves. 

This means they’ll relax and be more thorough when 
they are counting stock in hard-to-get-at sections of 
store and stockroom. 

Also, old clothes will make the inventory less a for- 
mal chore. They relieve stuffiness and put a bit of fun 
into the job. 


Guidepost 10—You need every sheet accounted for 

Imagine you’re listing handguns and rifles on an in- 
ventory sheet. Two of this, three of that, and you soon 
pile up a firearms’ inventory worth maybe $1000 or 
$2000. This is not a sheet to misplace when it comes 
time to collect all of the sheets. 

If you will envision this particular sheet, and allow 
that ANY missing sheet may be just as important in 
terms of dollars represented, you’ll see why it is im- 
portant to account for every sheet before the inventory 
is declared ‘“‘finished.”’ 

If sheets are numbered, to match a floor plan, miss- 
ing sheets can be pin-pointed and searched for until 
found. 

Remember, every missing sheet may carry as much 
value as your profit for the year. Don’t send your 
workers home until you have them all. —End 
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How to solve the 


SNOW BLOWER 
DILEMMA ..... 


The snow blower business is finally coming of age. 
And in the next year or so, providing average or heavy 
snows fall, this could be a key profit line. 

The snow blower business this year is being de- 
scribed as “phenomenal,” by many wholesalers who 
upped quantities over 1960. They raised their sights 
because of the unusually bad Winter last year, in 
much of the country. 

Though more dealers are selling more blowers than 
last year, a bad Winter will mean many disappoint- 
ments. Many more customers are interested in the 
blowers this year than have been previously. 

Dealers who placed substantial early orders, and 
backed their inventories with early promotions have 
enjoyed unusually good volume. Such a dealer is 
Alexander Grant Hardware, Syracuse, N. Y. 

The type of advertising done by Grant is shown 
below. 

The moral here has its big application for next year. 
For the 1962-63 snow blower season could become an- 
other record breaker for sales, barring a freak season 
this year. There are three principles involved: 

(1) Check the offerings and order snow blowers 
early next year: Mid-Summer for early Fall delivery. 

(2) Plan a promotion campaign. As did Grant’s, 
stress short supplies, variety and features, and the 
“save your heart” health angle. 

(3) Keep a file THIS SEASON on every person’s 
name, if you have to turn down requests for snow 
blowers. 

As the season wears on, especially if snows are 
heavy, backup stocks will disappear fast. Snow blowers 
will be impossible to find. 

Some wholesalers are in this predicament right now. 

If you have to turn down sales, be sure to record 
prospects’ names for a follow-up in early Fall, 1962. 
This way, you can develop a healthy backlog of good 
potential as a basis for heavier initial orders. 
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Grant’s ad featured prices from $69 to $499, with 
$10-down credit as the wedge for sales. Grant’s ad 
broke late this past Summer, not so much to make on- 
the-spot sales, as to set up an image that this store 
was, indeed, headquarters for all types of snow equip- 
ment. 

The big surprise in snow blowers this year is the 
ready acceptance of higher-priced, self-propelled types. 
These have outsold lower priced models to the surprise 
of many wholesalers. 

Dealers usually only get one good shot at ordering 
snow blowers. They are produced on a limited basis, 
usually for only one short period of production time 
at most factories. Wholesalers buy largely on the 
same basis, as do many dealers. 

An early or prolonged siege of snow finds everybody 
out of stock and turning down sizable orders —End 





A dealer’s experience shows 
the wisdom of buying early, 
buying enough, and promot- 
ing before the season begins. 
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Because Snow Blowers are a seasonal item, monufocturers 


- | le > aera, re j et al try to anticipate the demand and each year, for the lost 


three yeors the city has been sold out on snow blowers 
> | within the first month of winter weather! Don’t be caught 
y-% Pd : without a snow blower. Place your order todoy! Just 
. $10 down will reserve your snow blower ond worries of 
° heavy heart-straining snow removal will be over 
EC Since /868 - 
935 ERIE BLVD. E., SHOPPINGTOWN, VALLEY PLAZA, THOMPSON RD., 


119 £E. WASHINGTON ST., NORTHERN LIGHTS, FAIRMOUNT FAIR SAVE YOUR HEART! 


$10 DOWN RESERVES YOUR SNOW BLOWER! 








BELT DRIVE! F d 
| SAVE HOURS! 


BIRD Amazing Ariens... 
SNO Ww OF 10 MEN! 5!/2-HP.! 24" CUT 


This heavy-duty Snow Bird snow remover 

saves your +o your time! Fully winterized Rotate chute from the rear! 
Briggs and Stratton engine and new reverse 

power drive assures smooth, easy forward or 

bockword operation . . . through crusted Geer 

drifts, wet, dry or packed snow! The SNOW Transmission 

BIRD is the only 2-stage commercial remover 

available for the home cot a budget right 

price! 


95 $10 DOWN 
Reserves 
Yours 
@ Snow is,auger-fed to extra-large 
blower fan 
@ Snow is pulverized and shot out 180° 
adjustable discharge chute 
© High traction wheels 4 SPEEDS FORWARD —I! REVERSE 
@ 3-hp. Briggs & Stratton engine fully For home and commercial use. 51/2 h.p. clears 
winterized up to 300 shovelsful a minute, throws it up to 
® Seporate clutch for auger and 25’ away; 4 forward speeds; reverse. ““Winter- 
drive wheels ized’ engine. Powerful 2-stage operation clears 


Heavy-Duty 
22” Cut 
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7 oe oO W-BI RO snow efficiently, dependably — soves hours of 


hoard work. All controls at your fingertip. 
sePorepeled MEAVY-OUTY POWER SNOW REMOVER 


|BOLENS| SAVE | > PRE-SEASON SPECIAL! *10° OFF! 


$72.00 


7-HP. TRACTOR \\ TORO snownouno 


No sweat, no strain, no doubt about it! SI | ; 
we tiscsagee Dye oa apap en | Pe, CLEARS A TON OF SNOW IN 2 MINUTES! 
42-inch swath with ease and speed, makes — : 4 Seve hours of bock-breaking work. ond one money new 
snow removal as easy as steering! : on this special pre-season price. Save again next spring 
sin" becouse you have the Toro Snowhound with the exclu- 

Reg. 571.00 te sive Power Handle (lift-off engine). By owning a Power 

Snowhound, you can also hove a brand-new Toro 

power mower for less than the wholesale cost of a com- 

pletely separate Toro de luxe unit when you need it 

ort , 2 Drop in now at Alexander Grant's and we'll show you 

42” Plow Blede oA vf es wny the Toro Power Snowhound is the best value, low- 


goo Te -— \S ae est priced and the smortest way to buy a power snow 
3 i. .% i * remover. 


ay . 32” Snow Caster 7 << me Reg. 90 
Ren 130° . 199.90 T - 9 $10 Down 


Reserves Yours 


STORM KING snow vemowsn:: FAMOUS WORK DODGER 


RUGGED PERFORMANCE NEVER BEFORE KNOWN 2 Hp. Briggs & Stratton 
AT SUCH A LOW, LOW PRICE ” 
' $30.50! 
@ Full horsepower right to the ouger 15 CUT, SAVE 30.50! 


becouse of arozing new Poly V 95 
Beit Drive Sensational savings on this 
© 3 h.p. Briggs and Stratton engine ° 


big 15° swath Auger type 
e Fingertip controls $10 Down f snow blower with chain drive 
° Big 20° Wide Cut Reserves Yours _ Throws snow to either side 
@ Big 12’’ Diameter Auger y : | An exceptional buy during 
® Galvonized-Bonderized Rust-Free zt , | a ae ep 
Housing \ lar promotion. Save your 
2 Quick change snow chute—right or neart: Hand propelled 
left 




















Oual-Wheel Drive SS 
Snow Trecd Tires Reg. 99.50 
@ Disengage engine for easy 


starting iF ' ” a 00 
You won't find a more rugged snow a ° 
blower for any money. In a class by ‘ | 


itself becouse of new Roaybestos Belt : he $10 Down 
Drive. ee Reserves Yours 
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The facts behind 





The following are highlights from a 
speech by Norman Jaspan, president of 
Norman Jaspan Associates, Inc., manage- 
ment engineering firm, given recently be- 
fore the New York State Food Merchants 
Assn. in Grossinger, N. 





Employees, not customers, are 
frequently the chief offenders 
when it comes to store pilferage. 
Here are some startling facts 

on how to control store theft. 





Five steps for reducing store thefts 


_ Here is a summary of the five-point guidepost, de- 
vised by Norman Jaspan, to help retailers achieve 
and maintain employee honesty. 


(1) Set realistic standards of performance: When 
a man is required to perform up to a goal, quota or 
budget, but is denied the means of achieving these 


ends, he is faced with a simple choice: Fail or be 
dishonest. 


(2) Maintain good communications: Efficiency de- 


pends largely on employees’ reactions to rules, pro- 
cedures and general work conditions. Make certain 
employees understand all such regulations. 


(3) Follow through on employee performance: 
Periodic, unannounced checks on employee behavior 
should be made at all levels. Employees should know 
these checks are a normal part of management con- 
trol. If morale is high, employee knowledge their 
work is being checked will deter them from yielding 
to temptation and provide incentive for high level 
performance. 


(4) Maintain uniform policies: Nothing will break 
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the high cost of store THEFTS 


Contrary to popular belief, employees not custom- 
ers, are stealing American stores blind. 

“During recent studies (of stores), every conceiv- 
able variety of employee dishonesty was encountered 
... from outright pocketing of cash and merchandise 
to collusion with delivery drivers of warehouse and 
vendor trucks, under-ringing for friends and rela- 
tives, theft of trading stamps, fake refunds, price 
juggling, inflated expense vouchers and the issuance 
of rubber checks bearing the signature of fictitious 
customers to cover up for cash pilfered from the 
register. 

“Internal theft is the number one unknown expense 
today in the supermarket field,” according to Norman 
Jaspan in a talk recently to supermarket executives. 
Customer thefts by comparison are “penny ante”’ stuff, 
he said. 

Although Jaspan, who wrote the best-selling book, 
“The Thief in the White Collar,” was speaking to 
grocery men about supermarket thefts, most of his 
remarks apply just as soundly to all other forms of 
retailing. 

The worst part of all this thievery is that losses 
from such thefts don’t show up as shortages because 
store managers distort figures in order to protect 
their jobs. Managers not only conceal their own mis- 
steps this way, they also “cover up for employees who 
have been led astray and even taught to steal by their 





down discipline and morale or lessen respect for 
management as quickly as neglect of fair, firm and 
consistent enforcement of rules at all levels of man- 
agement. 


(5) Make use of psychological safeguards: Fidelity 
premiums are very cheap for the coverage they pro- 
vide. Yet many businessmen are not aware of the 
value obtained from bonding employees. Statistics 
show that 25 percent of all employees steal to some 
degree when they feel they can get away with it. An- 
other 50 percent are swayed by the good and bad 
example set them. This 50 percent can be developed 
into fine workers with proper guidance and training. 
Bonded employees are less likely to steal. 





superiors ...,’ Jaspan revealed. 

Much of the increase in this kind of theft he 
blames on the current “discount dementia” and the 
desire it has spawned to show a profit at all costs 
as the competition gets even more ruthless. Under 
this pressure, many managers resort to sharp prac- 
tices that in the long run are bound to estrange cus- 
tomers, impair the store image and drive business to 
the competition. 

An investigation of $60 million in losses last year 
by Jaspan’s firm showed more than 62 percent of it 
could be traced directly to employees on supervisory 
and managerial levels. The big dollar losses are caused 
by this group “either through outright dishonesty, 
manipulations, insecurity, divided loyalties or an in- 
different attitude.” 

The profits on $5 billion in sales are being wiped 
out by such thefts. This is equal to 10 percent of the 
entire U. S. grocery business a year. Retain these 
profits, Jaspan advised, and there’d be no need to 
resort to discount house tactics. 

In another check-up on warehouse thefts, Jaspan’s 
staff found in each case theft by workers exceeded 
$5000 and, in some cases, topped the $50,000 mark. 
Insurance figures disclose that supermarket employees 
at all levels are stealing well over $300,000 in cash 
and merchandise each working day. This adds up to 
a yearly total of more than $100 million. 

This does not include losses due to excessive over- 
time, weight cheating, overcharging, deliberate dam- 
age to stock, kick-backs and the like. Inventory jug- 
gling in these and other instances results in the books 
showing profits the store never really made but on 
which taxes must still be paid. 

In complex retailing operations, Jaspan points out, 
accounting audits rarely are able to penetrate a store’s 
operation with enough depth to uncover dishonesty 
and cleverly concealed inefficiencies. The information 
on which audits are based may itself have been dis- 
torted. 

Another sphere of losses comes from cashier ring- 
ing. Recent studies show more than six out of 10 
supermarket customers are being undercharged as a 
result of honest errors by store employees. Cashier 
errors in departmental distribution are common and 
often deliberate. It is not a rare thing when the 
wrong department gets credit for a sale or is charged 
for a refund not belonging to it. 

It may surprise some, but Jaspan insists that cus- 

(Continued on page 52) 
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Demonstration and sales are tied 
in with the manufacturer's display 
of adhesive-backed coverings for 
shelves, walls, etc. Dalton Hard- 


J lf you are looking for a way to 


concentrate the attention of cus- 
tomers on a line of merchandise 
how about using display units 
available from manufacturers? 

That is what Dalton Hardware 
does at Cedar Falls, lowa. Here 
are advantages pointed out by 
Charles Dalton: : 

(1) Impressive displays, through 
all numbers in a line being in one 
place. Store salesmen, as well as 
customers, are impressed by the 
breadth of lines. 

(2) Better stock control. All 
numbers in a line are in one spot 
for stock checking. 

(3) Better use of display areas 
as the display units can be moved 
about the sales floor. 

On these pages are some of the 
manufacturers’ units selling mer- 
chandise in Dalton Hardware. 
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ware actually uses the coverings it sells for its 
display unit shelves. Saleslady Albeson explains 
product, then guides customer to revolving display 
holding some 60 assorted rolls of covering. 


ae 


pio > 


A complete line of cooking utensils 
gets dominant mid-aisle display loca- 
tion. This mass-merchandising turns 
browsers into buyers and improves 
store image. 


Small, revolving floor display stand 
can be spotted where the traffic is, 
holds hard-to-show bathroom items 
for maximum exposure to all floor 
traffic. 
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Effective use of wall space, with perforated wallboard 
for display of tools, is illustrated in this shot of the 
interior of Burchell Hardware. 


How to sell the 


GLAMOUR 


IN Hardware. ... nme .0- 


of many hardware lines is spotlighted to build a glamour image. 


Decor, lighting and fixtures all are keyed to giving 


a warmth and glow to staple lines. 


More harcware dealers remodeling or opening new 
stores today are becoming aware of the role their 
stores play as glamor headquarters for the homes in 
their communities. 

Recently in Marysville, Calif., an established dealer 
decided to capitalize on his store’s image of friendly 
modernity. To achieve this, he played heavily on the 
glamor motif in the grand opening of his new store, 
staging an entertaining, even theatrical, opening pro- 
gram. 

The setting, a handsome 13,000 sq ft structure, was 
built in the Midway Shopping Center along modern 
lines with plenty of glass and glitter. Window and 
in-store displays further accented the element of eye- 
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appeal. Customer parking and expanded services added 
more stress to the friendly, modern image Burchell 
Hardware strives to maintain. 

The result, according to Burchell’s president Ken- 
neth M. Dempsey, was a “sizeable increase in busi- 
ness” right from the first day. 

Much of the credit for the business boost must, of 
course, go to the store’s newness and expanded lines 
and services. Mr. Dempsey is convinced, however, that 
Burchell’s greatest asset remains its “friendly, intelli- 
gent, well-paid personnel.” 


While the new store was being built at 9th and F 
Sts., Burchell Hardware continued doing business at 











the old store on D St. Not a day was lost during the 
switch over. 

For the grand opening Burchell Hardware’s new 
store was stocked 100 percent with new merchandise. 
Stock in the old store was disposed of in a close-out 
sale prior to the grand opening. 

Publicity for the grand opening was handled princi- 
pally with a special six-page section of the Yuba City- 
Sutter County Independent-Herald the day before the 
grand opening. Page one carried a greeting-invitation 
from Burchell Hardware’s president along with his 
photo and one of the new store. Inside were spotted 
news stories about Burchell’s history and development, 
the grand opening program and short sketches, with 


Wide aisles, modern fixtures and 
bright overhead lighting give airy 
spacious, uncluttered look to 
Burchell Hardware’s new shop- 
ping center store. 


Wide open look is given this new 


store in Marysville, Calif., by gen- 
erous use of glass and modern 
building materials. 


pictures, of Burchell’s employees. 

A full page of sale specials for the grand opening 
offered further inducement to shoppers, while display 
ads of other specials were scattered throughout the 
section. 

In keeping with the gala entertainment motif, re- 
freshments for both children and adults were offered 
free of charge as were prizes to be given away at 
grand opening drawings. Even a few colorful product 
demonstrations were worked into the entertainment 
program. 

Rounding out this festive note were several per- 
formanccs by a local fast-draw club, well known as a 
crowd pleaser throughout the Marysville area. —End 
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HARDWARE is (TET-W ARR 


Tools and other hardware can be sold as gifts for men, and here is how 
a dealer revamped his displays and promotions to tap this potential. 


You’ve got to sell the women to take full advantage 
of the fast-paced do-it-yourself-market, believes Mau- 
rice Lipshutz, manager of 35-year-old Tenenbaum 
Hardware & Paint Co., on Chicago’s Northside. 

“Significantly enough,” he observes, “it’s the women 
who are buying most of the paint, wallpaper and power 
and hand tools at retail level in our store today. And 
they know what they want—or rather, what their 
menfolk want. Rarely is an item brought back for 
exchange. They are taking advantage of our lay-away 
plan now and buying tools for birthdays, anniversaries, 
and all occasions that formerly were met with a tie, 
shirt, or pair of bedroom slippers.” 

Tenenbaums, with a city-wide reputation for build- 
ers’ hardware, plumbing, electrical and heating sup- 
plies, it has more than 160 active institutional and 
contractor accounts on the books, is in the hub of an 
older residential area. Built at the turn of the century, 
the homes here are mostly one-family dwellings. Most 
owners are in the skilled labor category, a combination 
that makes for an ideal do-it-yourself market. 

“We examined this fact several years ago,” con- 
tinues Mr. Lipshutz, “and decided to take full ad- 
vantage of it.” 

“Also,” he recalls, “in recognition of the woman 
shoppers invasion of the do-it-yourself market we de- 
cided to revamp not only our merchandising layout, 
but our promotional efforts as well.” 

Mr. Lipshutz weighed the factors involved. What 
class of merchandise would bring women into the store 
in greater numbers? Traditionally, it would be house- 
wares and giftwares, he was convinced. 

These items up to two years ago had been relegated 
to an obscure area in the rear of the store. Display 
consisted of one 16-ft three-tiered display fixture. 
Volume, of course, was in keeping. First step was to 
lift housewares and giftwares into the left front sec- 
tion of the store, next to the window and in full view 
of sidewalk shoppers. 

Inventory was increased by some 200 new numbers. 
Display was extended to 72 lineal ft of island and 
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glass-enclosed display fixtures. Area allotted was about 
400 sq ft. Seventy-five percent of the 8750 sq-ft store 
is used for sales, the balance for office and warehouse 
area. 

“Similar emphasis has been swung to these items in 
our advertising circular,” Mr. Lipshutz explains. “We 
mail out 5000 of them six times a year. Household and 
gift items now get front page billing on our four-page 
circular. And they account for about 30 to 40 percent 
of its make-up. To focus the woman shopper’s atten- 
tion on power and hand tools, as well as other items 
in the do-it-yourself category, we group them in the 
circular with the household and gift items. Power and 
hand tools also are displayed in the front of the store 
near housewares.” 


Direct result of this new approach to houseware and 





A shopping center dealer agrees... 


“It takes special care to keep women returning to 
any store,” says proprietor Nicholas Till of Hardware 
Corp., Princeton (N. J.) Shopping Center. 

“And believe me, we have trained each and every 
man in this store to handle women with kid gloves. 

“Why? It’s simple. Women have been a good 50 
percent of my trade and account for at least 40 per- 
cent of my dollar sales. If I lose the loyalty of my 
women shoppers, I’ll be in trouble.” 

Mr. Till’s store has complete hardware and lawn 
and garden departments, but, “We sell more house- 
wares and gifts than we do hardware. I stock more 
than 400 different kitchen gadgets. It’s good busi- 
ness, for the profit margins are strong in these lines. 

“We go all out to keep women customers happy. 
It’s the only way to keep them coming back. 

“We color mix 2000 different shades of paint gladly. 








Relocating housewares and gift dis- 
plays at front of store hits women 
shoppers’ eyes as they enter Tenen- 
baum's Hardware & Paint Co., a 
major step in store's successful bid 
for female customers. 


giftware merchandising has been a sales upsurge in 
the department itself. Department sales have climbed 
sharply in the past two years and now account for 20 
percent of total volume. Most heartening, however, 
has been the soaring sales not only in all types of 
tools but in the heavily stocked paint and wallpaper 
department as well. 

Sales in this department have tripled since the re- 
vamping. Although institutional and contractor pur- 
chases still account for 60 per cent of total sales, it is 
in the do-it-yourself area where the most heartening 
increases have been achieved. One of the factors in 
this increase was the shifting of emphasis to conform 
to the woman shoppers increasing interest in the 
do-it-yourself area. 

Specialty of Martin Tenenbaum, brother of the 





We'll put a woman back into her car after she has 
locked herself out, at no charge. 

“In brief, we’ll handle just about any unusual sit- 
uation to keep the gals saying, ‘Yes sir, that’s mv 
store. I wouldn’t shop for hardware anywhere else.’ ”’ 

Has Mr. Till’s philosophy paid off? 


“I think it has,” Mr. Till says. “I’ve got tough 
competition in this center from a paint and wallpaper 
store, a five and dime store, a garden center, a drug 
chain that sells everything, and a department store. 

“And there are other stores that have hardware 
items. Yet, by catering to women, especially through 
convenient charge accounts, I have built my turnover 
figure up to a remarkable 11 times. 

“This can only be profitable in a store that has 
eliminated stockrooms, we have completely, and with 
a stock that is managed, to keep outs at the same low 
level as the big chains,” Mr. Till says. 





firm’s founder, who died in 1954, the department’s 
spectacular increases are in no small measure due to 
his eflorts. For years before entering the firm, he was 
a key employee of a large firm of painting contractors. 
Here he acquired his well-rounded painting experi- 
ence. Contractors as well as the do-it-yourselfers have 
come to rely on his expert advice. 

“In revamping the department,” he states, “we kept 
the woman buyer particularly in mind. A lot of things 
can go wrong on the home mechanic’s project. And, in 
one way or another, it always reflects on the dealer. 
To insure against some of these mishaps, we now are 
stocking only two full lines of top grade paint. The 
customer gets all the help necessary on application 
procedures, design planning and loan of tools. This 
policy has paid off in other areas. Although we tripled 
our paint business in the past few years, we have in- 
creased our paint inventory only by about 20 percent. 
Stock is turning over close to four times per year.” 

Shifting emphasis to the woman buyer and the do- 
it-yourself market has not caused Tenenbaum’s to 
neglect its industrial and institutional accounts. This 
area of the firm’s business has kept pace with the 
other departments. —End 
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uying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 35, and mail 


Item 1 
Plastic decorative tape 

Here’s a self-service rack display 
assortment of 12 popular colors of 
plastic decorative tape. Tape is 
available in two widths, 34 in. and 
1% in. The 120-in. rolls are carded 
in 2-color packages. Assortment 
consists of 7 dozen rolls: 3 dozen 


\ 9 sviennor ‘ 
¢ PLASTIC TAPE 


142 in. to retail at 49¢ each, and 
4 dozen *4 in. rolls to retail at 25¢ 
each. Dealer cost of the assortment 
is $19.20. Retail value is $29.64. 
Plymouth Rubber Co., Inc., Dept. 
HA, Canton, Mass. 


Item 2 
Display box for balicocks 


Here’s a 6-Pak display box for 
promoting impulse sales of Mans- 
field 09 balleocks. Unit has a fold- 
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ing top which forms an eye-catch- 
ing background, emphasizing ad- 
vantages and invites customers to 


inspect the features. Mansfield 
Sanitary, Inc., Dept. HA, Perrys- 
ville, Ohio. 


Item 3 
Bottle opener/cap catcher 


The Thermos combination bottle 
opener and cap catcher is useful 
wherever drinks are served. Unit 
opens bottle and catches cap in a 
metal container that is easily emp- 
tied when filled. Shipping case holds 
12 assorted units, and becomes a 
colorful counter display. Unit comes 
in five colors in baked enamel with 
suggested retail of 98¢, or chrome 
plated for $1.98. Bottle opener is 
also available without cap catcher, 
enclosed in an imprinted pliofilm 


bag with suggested retail of 39¢. 
American Thermos Products Co.., 
Dept. HA, Laurel Hill Ave., Nor- 
wich, Conn. 


Item 4 
Aluminum number display 

This counter or island display is 
for M-D cast aluminum numbers. 
It’s finished in medium green with 
a colorful yellow and black label on 
the front. Holds six each of the 514 
in. numbers in each compartment, 
with space in the back to store six 
more of each number. Spacers and 
screws are also provided. Numbers 
come in a rich black or white baked 
enamel finish. One-dozen each as- 
sortment can be ordered all black, 
all white or half and half. Both 
finishes retail for 60¢ each. Com- 
plete assortment retails for $79.20. 





Here is a quick Check 
List of items described 
in the following pages 


Display is free. Macklanburg-Dun- 
can Co., Dept. HA, Box 1197, Okla- 
homa City 1, Okla. 


Item 5 
Housewares gift ensemble 


Shower of Gadgets is an attrac- 
tively packaged gift ensemble of 13 
handy housewares items. Gadgets 
are designed as a basic kit for pre- 


paring meals from cans, bottles, etc. 
Items included are bottle stoppers, 
a Pocket Boy bottle opener, Miracle 
can opener, tongs, a strainer, a one- 
hand beater, a peeler and a corer 
and parer, a blending fork, pastry 





Quick Index to Buying Check List 





~] Plastic decorative tape 
Display box for ballcocks 
Bottle opener/cap catcher 
[] Aluminum number display 
] Housewares gift ensemble 
| Sportsman's tape rule . 
] Teflon-coated baking pan 
[] Garden tools merchandiser 
| 1962 line of reel mowers 
[] New fly box packaging 
[] 20-inch barrel carbine 
[] 1962 line of water skis 
[] Pre-measured hardware cloth 
] New finish for chains 
| 6-ounce aerosol finishes 
Blister-pack radio batteries 
|] Dual-purpose pail hooks 
] Fold-away bathroom scale 
] Unbreakable picnic jugs 
Freezer tape with free marker 
New epoxy paint formula . 
[| 5 promotional hand tools 
| Snowthrower attachment . 
| Two low-priced hammers .. 
[| Electric powered rotary mower 
|] Modern plastic wastebasket 
| Weatherproof utility light 
[] Sabre-saw blade display ... 
Packaged ornamental railings 
Swivel kit for vises 
Electric drill gift kit 
14-in. all-purpose broom 
-] Two tape-dispenser displays 
[] Expanded snow thrower line 
[] Cleaning supplies display .. 


Wood-grain switch plates 
Outdoor furniture line .. 
Wood filler counter display .. 
| Spinning & casting box 

| Safety rotary cutting disk 

| Aerosol paint line expanded 
1962 garden hose line 

| Display for plastic pipe . 

| Two-speed electric drill 

] Decorative colonial molding 
Display card for baby walker 
Western style air rifle . 

[] Livestock water bowls 
Cylindrical locksets mount 
Display-boxed door closers 
Improved needle file line 

| Blister-packed epoxy glue 
| Aluminum wall ladders 
Spill-proof gasoline can 
| Two-color glue display 
Mail chute catalog 

] Aerosol paints catalog 
Outdoor furniture catalog 

| Painting tools catalog 

] Farm and stock equipment book 
Garden hose catalog 

| Lawn mower, tiller catalog 
[] Price-marking label sheet 
] Garden tool catalog 
Hardware & paint specialties book 
| Camping tents folder 
Fishing tackle catalog 

[} Electrical products catalog 

[] Chain installation folder 

[] Power mower catalog 





crimper, small turner and a Presto 
whip. Kit retails for $4.98. Ekco 
Products Co., Dept. HA, 1949 N. 
Cicero Ave., Chicago 39, Ill. 


Item 6 
Sportsman's tape rule 


Lufkin’s American Sportsman is 
a 6-ft tape rule with a colorful 
sporting scene on the side of the 


ease. It has a narrow, 14-in. line 
and compact, diecast case. Side- 
plate is anodized aluminum, etched 
and color filled to depict an action 
picture of golf, bowling, hunting 
or fishing. Comes in an assortment 
of 12 rules on a display card that 
can be hung-up or placed on a coun- 
ter. Recommended retail price is 
98¢. Lufkin Rule Co., Dept. HA, 
1730 Hess Ave., Saginaw, Mich. 


Item 7 
Tefion-coated baking pan 


Newest addition to the Magic- 
Kote line is this Teflon coated bak- 
ing and roasting pan with integra! 
handles. Pan is 2% in. deep, with 
14 x 9 in. bottom measurements. 
Foods do not stick to surface en- 
abling easy washing. Wooden or 
rubber kitchen tools are recom- 

(Continued on page 34) 
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NEW DELIA 


“Plan to Profit” 


PROGRAM 


builds your 
power tool business 


You can take advantage of Delta’s new policy of 
Selective Distribution—a program that gets you 
into the power tool business in a big way. This new 
“Plan to Profit’? Program is based on 35 years of 
marketing experience by successful Delta dealers. 
It’s a proven, step-by-step approach for making 
your investment in power tools give you bigger 
profits. Here’s how: 

To help you carry out your Delta “Plan to 
Profit’? Program, you get personal service from a 
factory-trained Delta power tool expert. He knows 
how to sell and merchandise power tools—and 
assists you with: 


NEW MARKETS—He shows you ways to reach the grow- 
ing teenage buying group, keep pace with the expanding 
residential ‘‘fix-up’’ business, get in on the latest move to 
“shell” housing construction. 


NEW SELLING AIDS—He sets up the new Delta Power 
Tool display area, conducts demonstrations, trains per- 
sonnel in product know-how, helps you do a more effective 
selling job. 


NEW PROMOTION—He helps stimulate customer in- 
terest at peak selling times and creates buying action. He 
gives you related selling ideas and information about “spe- 
cials” tied in with complete co-op ad package including 
newspaper, radio, TV and direct mail activities. 


When you sell Delta Power Tools you sell a 
quality line—a name your customers know and 
prefer. It can be a key line, too, because it builds 
your sales in basic tools, builds repeat business for 
Delta’s full line of accessories, and helps you sell 
more of the many other items you carry. Delta is 
a big profit line. 


ACT NOW-—YOU CAN BE HEADQUARTERS 
FOR DELTA POWER TOOLS IN YOUR AREA 


WRITE, WIRE OR PHONE FOR APPOINTMENT TO 
DISCUSS DELTA “PLAN TO PROFIT” PROGRAM 
Power Too! Division 
ROCKWELL MANUFACTURING COMPANY 
680M N. Lexington Ave. 

Pittsburgh 8, Pa. 
CH. 1-8400 Ext. 438 


DELTA POWER TOOLS 


ROGK WELL” 


Want more facts? Circle 153, p. 35 








BUYING CHECK LIST 


Want more details? Just circle item number on p. 35 


(Continued from page 31) 


mended for lifting, turning or serv- 
ing to avoid damage to the coating. 
Retails for $8.95, slightly higher in 
the west. Wear-Ever Aluminum, 
Inc., Dept. HA, Wear-Ever Bldg., 
New Kensington, Pa. 


Item 8 
Garden tools merchandiser 


This shipper-merchandiser dis- 
play for Trump garden tools comes 
complete with 6 dozen of any one 
of four lines of tools including the 
200, 400, 700, and 800 series. As- 


sortment consists of 2 dozen trowels 
and 1 dozen each of forks, trans- 
planters, weed cutters and cultiva- 
tors. Display is 51 in. high, 23 in. 
wide and 28 in. deep. Animal Trap 
Co. of America, Dept. HA, Lititz, 
Pa. 


ltem 9 
1962 line of reel mowers 


The 1962 Yard-Man line of reel 
mowers features a Fast-Set wheel 
and roller adjustment for selection 
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of 20 cutting heights without use 
of tools. Levers raise and lower 
wheels through five positions. 
Handy knob turns easily to select 
four roller heights. Cutting heights 
range from 2% to % in. The six 
steel blades on mowers are Aus- 
tempered to tool steel hardness, 
double riveted to five sturdy reel 
spiders. All-steel frame holds reel 
and bed-knife in perfect alignment. 
Finger-tip throttle control adjusts 


throttle for stop, start, go and idle. 
Mowers are powered by 2-hp, 4- 
cycle Briggs & Stratton engines, 
and are available in 18 and 21-in. 
models. Yard-Man, Inc., Dept. HA, 
1410 W. Ganson, Jackson, Mich. 


Item 10 
New fly box packaging 


New features and improvements 
in the 1962 line of Perrine fishing 
goods include new packaging for fly 
boxes, and the addition of colored 
reels. The fly boxes are packaged 
in colorful boxes which show the 
actual fly box it contains, its identi- 
fication number and size. Back of 


the box is die-cut so the fly box 
shows through. Also, all eight mod- 
els of Perrine free-stripping reels 
are available in bright eye-catching 
colors. Perrine Div., Aladdin Lab- 
oratories, Inc., Dent. HA, 620 S. 
8th St., Minneapolis, Minn. 


Item 11 
20-inch barrel carbine 

This 20-in. barrel Deerslayer car- 
bine is available in 12, 16 and 20 
gauge. It is equipped with Raybar 
sight and features bottom ejection 
protection from flying § shells, 


burned powder and gas blow-back. 
The lightweight model also uses 
buckshot and bird shot. Retails for 
$107.95. A Deluxe and Super De- 
luxe model is also available. Ithaca 
Gun Co., Dept. HA, Ithaca, N. Y. 


item 12 
1962 line of water skis 


Here are two new models and one 
redesigned model featured in the 
1962 line of Hydro-F lite water skis. 
On the left is the Hydro-Flite 
Three-Sixty, a trick ski which is 
414 ft long and features mahogany- 


; 
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$ 
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ash laminated construction and 
squared off heel. In the center is 
the Hydro-Flite Jumper which is 
5 ft, 10 in. long with a new full- 


(Continued on page 38) 
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FREE CHECK LIST SERVICE FOR HARDWARE AGE. READERS 


Use this new, quick way to 
KEEP POSTED on 
NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
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on everything that will help you do a better selling job. 


sure to also check with your wholesaler about new items. 
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take it off 


put it on 
paint 
Rete) f— 


All wanted items 
for the professional 
and home owner. A 
complete line of 
putty knives, wall 
scrapers, joint 
knives, paint and 
wood scrapers, the 
Hydelectric Paint 
Remover and the 
Hyde Spray Painter. 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 35 


(Continued from page 34) 
length taper. On the right is the 
Outboard Combi, an economical 
model added to the line. Hedlund 
Mfg. Co., Dept. HA, Nokomis, Il. 


Item 13 
Pre-measured hardware cloth 


A red mark on the selvage of 
every foot of E-Zee Measure hard- 
ware cloth does away with need for 
tape and rule. Simply unroll as 


many feet as are needed and cut. 
Waste is eliminated because of ac- 
curacy of premeasured marks. 
Comes in both welded and woven 
forms. Northwestern Steel and 
Wire Co., Dept. HA, Sterling, Ill. 


Item 14 
New finish for chains 


A bright new blue-tinted finish 
which resists rust, corrosion and 
tarnish is now furnished on many 
standard Campbell chain grades. 
Called Blu-Krome, it is bonded to 
the chain by molecular action. It 
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will not peel, chip, crack or flake, 
and can be painted. Several grades 
of chain with Blu-Krome finish are 
available on reels for self-service 
merchandisers. Proof and BBB coil 
chain with the new finish are also 
available in Cam-pails and fibre 
drums, 100 lb packs, and standard 
footage packs. Size range is 3/16, 
,, 5/16, and *% in. Campbell Chain 
Co., Dept. HA, York, Pa. 


Item 15 
6-ounce aerosol finishes 


Four of the best selling U-Spray- 
It aerosol spray coatings in the 
Sapolin line are available in a 6- 
fluid-ounce size to retail at 98¢. 
Coatings are Glass Frosting, Appli- 
ance White, Gold Leaf Effect, and 
Chromium Effect. Recommended 
for touch-up work and small sur- 
face coating. Sapolin Paints, Inc., 
Dept. HA, 205 E. 42nd St., New 
York 17, N. Y. 


Item 16 
Blister-pack radio batteries 


Eveready flashlight and radio 
batteries are now available in 
blister packs on 4 x 5-in. cards for 


hang-up displays. No. 915, size AA 
penlite batteries are packed two per 
card. No. 1015, size AA, transistor 
radio batteries come four per card. 
No. 216 and No. 226 9-volt tran- 
sistor radio energizers are packed 
one per card. Union Carbide Con- 
sumer Products Co., Div. of Union 
Carbide Corp., Dept. HA, 270 Park 
Ave., New York 17, N. Y. 


Item 17 
Dual-purpose pail hooks 


Howard’s steel pail hooks have an 
end designed to open cans. Hooks 
are of heavy gauge rustproof steel, 
can be used with rung or step lad- 


ders. Come carded in pairs, with 
unconditional guarantee. List price 
is 38¢ per pair. Howard Hardware 
Products, Inc., Dept. HA, 264 Eliza- 
beth Ave., Newark 8, N. J. 


Item 18 

Fold-away bathroom scale 
Borg’s Fold-A-Weigh bathroom 

scale has a hinge arrangement to 

fold scale to wall when not in use. 

Hinge attaches to plaster or tile 


with screws or adhesive. Scale 
comes in six colors, retails for 
$18.50. Borg-Erickson Corp., Dept. 
HA, 1133 N. Kilbourn Ave., Chi- 
cago 51, Ill. 


Item 19 
Unbreakable picnic jugs 


Lustro-Ware picnic jugs are now 
available in half-gallon size, model 
No. L-309. Jugs are made of un- 
breakable plastic with triple insula- 
tion. Jugs have 4-in. top, boil-proof 
cover, pouring spout, and will not 
dent, chip, rust or stain. Available 





in 2-tone tan or 2-tone turquoise. 
Jugs are poly-packed, with sug- 
gested retail price of $2.69. The gal- 
lon size retails at $3.49. Single-wall 
Carry Jugs are also available in gal- 
lon and half-gallon sizes retailing 
at $1.49 and 98¢. Columbus Plastic 
Products, Inc., Dept. HA, 1625 W. 
Mound St., Columbus 23, Ohio. 


Item 20 

Freezer tape with free marker 
LePage’s has carded freezer tape 

rolls in dispensers, along with a 


free crayon marker. Tape has spe- 
cial formula to prevent loss of ad- 


hesion at low temperatures. Rolls 
are 350 in., %g in. wide. Retail price 
is 49¢. LePage’s Div., Papercraft 
Corp., Dept. HA, 5850 Center Ave., 
Pittsburgh, Pa. 


Item 21 
New epoxy paint formula 
O’Brien’s new epoxy paint for- 
mula called Mira-Plate is a 2-com- 
ponent coating. One can contains 
pigment and the other the hard- 
ener. When intermixed equally and 
left to stand for 1-hour, it is ready 
for application. Can be applied by 
brush, short nap roller or spray. It 
dries dust-free in one hour; can be 
recoated in six hours. Provides 
wearability, flexibility with adhe- 


sion, and resistance to water, chem- 
icals, salt, oil, grease, alkali, ete. 
Has many uses including basement 
and garage floors, stairwells, walls, 
patios, swimming pools, boats, etc. 
Comes in seven colors plus black 
and white in gallon, quart and pint 
sizes. O’Brien Corp., Dept. HA, 
2001 W. Washington Ave., South 
Bend 21, Ind. 


Item 22 
5 promotional hand tools 


True Temper has five hand tools 
available for Hardware Week pro- 
motions. The Al6 Rocket hammer, 
regularly $5.49, is offered special at 


$4.29; RE2 rotary edger, regularly 
$6.49, special $4.99; No. 22 grass 
shear, regularly $3.25, special 
$2.49; No. SL22 heavy-duty lawn 
rake, regularly $3.99, special $2.99; 
and the AT85 Rocket hedge shear, 
regularly $6.95, special $4.99. True 
Temper Corp., Dept. HA, 1623 
Euciid Ave., Cleveland 15, Ohio. 


Item 23 
Snowthrower attachment 

With the addition of this RM-44 
Snowthrower, the Porter-Cable 
Mark I tractor can handle any snow 
condition. The attachment features 
full counterbalanced floating action 








FROM THE OFFICE 
OF THE PRESIDENT 


| have now been in the electrical 
manufacturing business over 40 
years and have seen many whole- 
salers and hardware dealers start 
humbly and grow very successfully 
while others expand like a super- 
nova only to explode. | have studied 
many cases in both categories to 
learn what is success and how it is 
achieved. Does the amassing of 
great wealth alone spell success? 


Webster's Dictionary defines it as 
“the accomplishment of a purpose.” 
Must it not also bring dignity, hap- 
piness and the recognition of our 
feliow man—in short, the qualities 
that add stability and continued 
growth to perpetuate that success? 


When viewed along these broader 
lines, we must admit that dasic 
qualities along moral lines must ac- 
company financial success to bring 
happiness to ourselves and stability 
to our business. When we receive 
our customers money (which is ac- 
tually an exchange for his services 
and value stored up in the dollar) 
we must in turn render him our own 
honest services. Furthermore, they 
must fulfill a definite requirement 
of our customer in a positive way to 
enhance his life or business. Only 
by serving better in these respects 
can we hope to ATTAIN and RE- 
TAIN our customers and achieve 
prosperity. 

In my next message | will tell you 
how we work towards this goal at 
Eagle. 


In the meantime | want to extend to 
all our friends in the industry my 
best wishes for a happy and pros- 
perous New Year. 


Louis Ludwig 


PRESIDENT 
“Perfection is not an Accident’ 


EAGLE ELECTRIC 
MFG. CO., INC. 


> ISLANI NEW YORK 








Want more facts? Circle 110, p. 35 
HARDWARE AGE, December 14, 1961 © 39 








RICHMOND 
HARDWARE 


“Our 9 Yellow Pages ads and listings 
help sell everything we handle!” 


says Al Good, owner, Richmond Hardware, Richmond, California 


FREE PARKING 











Display ad (shown reduced) 
runs under HARDWARE — RE- 
TAIL. Call the Yellow Pages 
man at your Bell Telephone 
Business Office to plan your 
program. 
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“Our new ad under Window Shades brought in a $100 
order the first week the new Yellow Pages were out!”’ 
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“We've been steady Yellow Pages advertisers for 
over fifty years because we’ve found it really pays!” 
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“One valuable service our Yellow Pages advertising 
performs is introducing us to newcomers in our area.” 


“We advertise under the Toro, Skil and Dutch Boy 
trade-marks to attract customers for these brands.”’ 


mai | 


| Display this embiem. It builds your business! 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 35 


with all operating controls 
clutch and _ discharge 
grouped convenient to the tractor 
operator. Extra large auger assures 
efficiency and no clogging. Height 
above pavement is adjustable, pow- 
er is taken from tractor engine. 
Rototiller Inc., Subsidiary of Por- 
ter-Cable Machine Co., Dept. HA, 
Box 19, Syracuse, N. Y. 


(lift, 


Item 24 
Two low-priced hammers 


These two hammers are the new- 
est addition to the Estwing line. 
The Valiant (top) has a forged 
one-piece head and handle, with 
chrome enameled finish and genu- 


ine leather grip. Retails for $3.98. 
The Mercury (bottom) has forged 
one-piece head and handle, chrome 
enameled finish and _ nylon-viny] 
deep cushion grip that absorbs all 
shock. Retails for $4.39. Estwing 
Mfg. Co., Dept. HA, 9th & Har- 
rison Aves., Rockford 6, Iil. 


Item 25 
Electric powered rotary mower 


Sunbeam’s electric powered ro- 
tary mower, Model No. RE777, 
weighs 35 lb and has a 7%-hp motor. 
It can be used with lawns up to 50 
ft wide, has a 3-wire safety cord 
that winds on spool on top of hous- 
ing. Cutting height ranges from 
1% to 252 in. Swing-over handle 
gives reverse direction without 
turning mower around. Unit can 
be hung-up for storage. It’s UL ap- 


direction ) «. 


proved, has a 5-year motor repair 
and replacement guarantee. Sug- 
gested retail price is $59.95. Sun- 
beam Corp., Dept. HA, 5600 Roose- 
velt Rd., Chicago 50, Il. 


Item 26 
Modern plastic wastebasket 


This Tiara plastic wastebasket in 
the Laurie line has a diamond- 
shaped pattern that fits into modern 
decor. It’s 1l-in. tall, 8-in. diam- 


no —— e ae 
Lx = ; 


eter. Comes in ivory, sandalwood, 
and coffee. Suggested’ retail price 
is 98¢. Loma Industries, Inc., Dept. 
HA, 3000 W. Pafford St., Fort 
Worth, Tex. 


Item 27 
Weatherproof utility Jight 
Eagle’s Utility Lite, Model No. 
547, spikes in ground, stands on 
base or mounts on’ wall to provide 
decorative or utility’ lighting in- 
doors or out. Unit has rustproof 
lampholder, portelain socket, 6-ft 
heavy duty cord, U-bracket, plate, 





THis 
LONG-LASTING, FLEXIBLE 
PIPE 1S MADE OF 


WIE IN I Yes 


POLYETHYLENE 


an Eastman plastic 


TENITE Polyethylene is the brand name of a high-quality 
lyeth marketed D 
EASTMAN CHEMICAL PRODUCTS. INC 
Subsids f EASTMAN KODAK COMPANY 
its performance and resistance to al! type 
of deterioration are outstanding 


PIPE 
.MANUFACTURER’S 
BRAND 
NAME AND 
ADDRESS 


GIVES YOU A 
HEAD START ON 
PLASTIC PIPE SALES 


The ‘Tenite” label on flexible poly- 
ethylene pipe is a big talking point 
for you. It marks pipe made from 
polyethylene specially formulated 
for the job—100% virgin polyethyl- 
ene—no reprocessed or downgraded 
material. Safe for drinking water— 
bears National Sanitation Foundation 
approval seal. Resistant to weather- 
ing, stress cracking, electrolytic 
aitack, and corrosive soils; undam- 
aged by freezing. The “’Tenite” label 
stands for top-quality polyethylene 
—a head start for flexible pipe—a 
head start in dependability and in 
sales. For free folder giving helpful 
selling points and listing uses, write 
EASTMAN CHEMICAL PRODUCTS, 
INC., subsidiary of Eastman Kodak 
Company, KINGSPORT, TENNESSEE. 


eM 


POLYETHYLENE 
an Eastman plastic 
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EXCLUSIVE. BRIGGS & STRATTON 
‘‘EASY-SPIN’’* STARTING SYSTEM 


Ready! Go! No need to get set! The exclusive 
“Easy-Spin” starting system on all Briggs & 
Stratton engines cuts starting effort in half. 
Here’s how it works: A unique cam design holds 
the intake valve open only 1/100 of an inch for 
a fraction of a second. This tiny opening — 
precisely controlled — is just enough to bleed 
off compression to cut the required effort 50% 
at starting speed. Yet, at running speeds, the 
engine develops full rated power. 

It’s a “safety first’ feature too! “Easy-Spin” 
lessens the chances of accidentally tipping 
powered equipment when starting. And there’s 
absolutely nothing to get out of order... 
nothing to adjust. It’s tamperproof and tinker- 
proof — a system even amateur mechanics can’t 
throw out of kilter. 

“Easy-Spin” is a real sales starter — one that 
will sell itself in seconds. Remember! An engine 
that offers the least starting resistance also 
generates the least sales resistance. Be sure to 
get your sales off to a good running start today 
— the profitable “Easy-Spin” way. 


cise 


—— 


BRIGGS t STRATTON 


“GASOLINE 
ENGINES - 
most respected “Sou 


BRIGGS & STRATTON CORP. 
MILWAUKEE 1, WISCONSIN 


name in power... 


*Trademark of Briggs & Stratton Corp. 
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“KOOL-BORE”’ 


- another engine 
exclusive from 
Briggs & Stratton. 


Chrome-plated, aluminum-alloy 
piston .. . high silicon-copper 
aluminum alloy cylinder. ‘‘Kool- 
Bore’ engines by Briggs & 
Stratton are stronger — tougher 
— cooler running — use less 
oil—need less service, and last 
longer. 11 million “Kool-Bore” 
engines have achieved an un- 
matched record of performance. 
‘‘Kool-Bore” is an exclusive 
Briggs & Stratton feature. 


“sales power extras”- 
look for many of 
them on your equip- 
ment powered by 
Briggs & Stratton... 
© “OIL-FOAM”’* NO-SPILL 


SEALED (patented) poly- 
urethane sponge air cleaner 


Gum-resistant, rustproof, 
epoxy sealed gas tank 


Efficient, full-power 
carburetion 


Reliable, sure-fire ignition 
Vented crankcase protection 


Wear-saving positive 
lubrication 
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spike and screws. Unit comes in in- 
dividual box or in poly-bag attached 
to hang-up card. Eagle Electric 
Mfg. Co., Dept. HA, 23-10 Bridge 
Plaza South, Long Island City 1, 
N. Y. 


Item 28 
Saber-saw blade display 


This Trojan saber blade display 
unit holds 40 blister packed cards 
of five different blade styles. Packs 
each hold a pair of blades. Blades 
can be used on most power saws to 


cut wood, floor tile, fibreboard, 
leather, metal sheets, pipe and rods. 
Blades have suggested retail prices 
from 59¢ to 79¢ per pair. Parker 
Mfg. Co., Dept. HA, 149 Washing- 
ton St., Worcester 1, Mass. 


Item 29 
Packaged ornamental railings 


Standard’s packaged ornamental 
railings can be assembled without 
use of tools. Pickets are strung on 


a spacerod and inserted into chan- 
nel on topside of lower rail. Auto- 
matically positions itself to slope 
of any stairs, requires no drill holes. 
Comes in 40 and 53-in. lengths, 


Gg € 
Cackant Geonifion 


ose 
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with instructions printed on out- 
side of display carton. Standard 
Equipment, Inc., Dept. HA, Bel Air, 
Md. 


Item 30 
Swivel kit for vises 


Columbian’s new swivel kit per- 
mits easy conversion of all of its 
stationary machinists’ vises, includ- 
ing 6 and 8-in. models, to swivel 
operation in 2-minutes. K.it consists 
of a swivel base, lock nut, lock bolt, 
center bolt, washer, bushing and 
plug cap. Vises are available in 
seven sizes, with seven different 
jaw widths. Columbian Vise & 
Mfg. Co., Dept. HA, 9021 Bessemer 
Ave., Cleveland 4, Ohio. 


Item 31 
Electric drill gift kit 


Speedway’s new gift kit features 
a %4-in. Golden Jewel electric drill. 
Drill is painted gold and comes in 
a gold foil carton with simulated 
velvet insert to create an attractive 
display. Drill weighs 4 lb, has 4%4-in. 
capacity in steel, %%-in. in wood. 
Also has 3-wire lead cord, locking 
contact switch and _ “self - oiling 
bronze bearings. Nine steel drill 
bits and paint stirring rod are in- 
cluded. Retail price is $13.95 with 
hand operated chuck, and $15.95 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 35 


with geared chuck. Speedway Mfg. 
Co., Div. of Thor Power Tool Co., 
Dept. HA, 1421 Barnsdale Rd., La- 
Grange Park, Ill. 


Item 32 
14-in. all-purpose broom 


The Sun Valley 14-in. washable 
broom can be used on wood, linol- 
eum, rubber, vinyl or asphalt tile 
floors. Broom has black Sparklene 
bristles set in a decorated threaded 
hardwood back. Handle is 4-ft long, 
threaded. Brooms come one dozen 





per carton, with handles packed 
separately. Shipping weight is ap- 
proximately 23 lb per dozen. H. 
Hertzberg & Sons, Inc., Dept. HA, 
Middletown, N. Y. 


Item 33 
Two tape-dispenser displays 


Minnesota Mining offers free 
counter displays with two assort- 
ments of Scotch brand transparent 
tape and dispenser units. Deal D-2 
(shown) includes 12 dozen rolls of 
tape, 12 dispensers and display 
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rack. Rack holds four dispensers 
and 24 rolls of tape. Deal D-4 has 
2 dozen tape rolls, 4 dispensers. 
Display rack holds six tape rolls 
and two dispensers. All tapes are 
14 in. x 800 in., mounted on cards 
and retailing at 49¢. Dispensers 


fheoos Ditegrespae 
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ee 
are in coral, pink, yellow, surf 
green, retail at $1.29 each. Minne- 
sota Mining & Mfg. Co., Dept. HA, 
900 Bush Ave., St. Paul 6, Minn. 


Item 34 
Expanded snow thrower line 


This Snow-Boy 15-in. snow 
thrower has been added to the 
Lawn-Boy line. Unit has tempered 
steel blades, non-clog 6-in. chute 
which throws left or right. Chute 
direction is controlled from handle. 
Unit has 3-hp, 2-cycle die cast alu- 
minum engine winterized for opera- 
tion to 30 below zero. Special 
snap-on skis are included. Total 


weight of unit is 72 lb. It’s finished 
in flame red. Lawn-Boy, OMC En- 
gines & Equip.. Div., Outboard Ma- 
rine Corp., Dept. HA, Waukegan, 
Til. 


Item 35 
Cleaning supplies display 

This Quickie Cleaning Corner 
provides a well stocked center for 
housewives. Unit is equipped with 
a unique device to demonstrate 


equipment. When button is pushed 
on display, a TV screen lights up 
and demonstrates automatic fea- 
tures of the Ring-A-Mop, Shake-A- 
Mop, Automatic Waxer, and other 
dry and wet mops. Display is 6 ft 
wide and 7 ft high. Quickie Mfg. 
Corp., Dept. HA, 20th & Oxford 
Sts., Philadelphia 21, Pa. 


Item 36 
Wood-grain switch plates 


Bell Woodgrain wall plates are 
now available in a blister pack for 
impulse sales. Packaging prevents 
loss of screws, keeps displays neat, 
simplifies inventory. Blister packs 
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are available with walnut, maple, 
birch, and limed oak plates. Bell 
Electric Co., Dept. HA, 5735 S. 
Claremont Ave., Chicago 36, Ill. 


Item 37 
Outdoor furniture line 


This Deluxe Folding Recliner is 
one item in Hampden’s 1962 line. 
Tubular aluminum frame is com- 





HOW T0 CONVERT 
PALLETS T0 PORTABLE 
RACKS IN SECONDS 


> 








TIER-RACK Frames... = 
No Nuts, Bolts or Fixtures! 


Simply snap two interchangeable tubular frames to 
your regular warehouse pallet; two curved pins lock 
the frame rigidly at the top. The result —a lightweight 
portable rack that supports thousands of pounds. 


Portable TIER-RACK requires fewer aisles, puts “‘air- 
space” to use, contains your load and lets you alter 
your layout as fast as storage conditions change. 


See how to gain more storage space in your warehouse 
. - plus portability. 


SEND FOR FREE BROCHURE HA 12-61 
_TIER-RACK CORPORATION 


Pat. No. 2,828,932: Pat. No. 2,828,933 & Pats. ‘tanita 
Want more facts? Circle 114, p. 35 
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ALUMINUM 


Will not warp... will not rust. 


SUGAR PINE 


Seasoned to prevent warpage 
and free of imperfections. 


Sand’s-Craft levels offer a type attractively priced 
for the home handy-man. Profit-minded dealers find 
these economy levels turn over fast, have wide margins, 
and build tool buying traffic through the store. Stock 
up today. Sold only through wholesalers. 
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‘| STOPS itself. 
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ier 
and car keys / 
AUTOMATICALLY : 


PRESS lever, which automatically 
STARTS machine, which automatically 
CUTS Key — machine we 





It's a MONEY-MAKER 
»__ for YOU! 


KEIL LOCK CO., INC. 
Charlestown, New Hampshire 


Please send complete information on your 
No. 1 series of Key Duplicating Machines 


Name 





PLEASE PRINT 


Address 





City Zone State 





Want more facts? Circle 116, p. 35 
HARDWARE AGE, December 14, 1961 © 45 





BUYING CHECK LIST 
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bined with a one-piece webbed ny- 
lon netting and walnut-finished arm 
rests. Webbing is secured to top 
and bottom with steel clips, sides 
are laced with vinyl cord. Foot rest 


touches ground for added stability. 
Other items include folding chairs, 
matching folding chair and table 
sets. Hampden Specialty Products 
Corp., Dept. HA, 295 Fifth Ave., 
New York, N. Y. 


Item 38 
Wood filler counter display 


This Wood Dough counter ship- 
per-display can be assembled 
quickly to provide a 3-color point- 
of-sale display. Two filler assort- 
ments are available: all natural 
color, or 9 wood-finish colors. Each 
assortment includes twelve 1%4-0z 
tubes, twelve 4-lb cans, and six 








1-lb cans of Wood Dough. Display 
is 13%4 in. wide, 14 in. high, 6 in. 
deep. Dealer profit is 40 percent. 
DAP, Inc., Dept. HA, Box 999, 
Dayton 1, Ohio. 


Item 39 
Spinning & casting box 

The No. 833 combination spin- 
ning and casting box is a 3-tray 
box molded of high impact polysty- 


rene. Trays are partitioned for 
spinning and casting and the bot- 
tom will hold any spinning or cast- 
ing reel. The box is 13 x 6% x 6 





IT WEARS IN...NOT OUT! 


205 GRAPHITE is a dry lubricant that forms a protective, 

low friction film, penetrating even the smallest cracks. It wears in, 
not out, and is impervious to heat, cold or moisture. 

205 GRAPHITE . . . the lubricant with a thousand uses. . . is 
available in case lots of 1 and 5 pound packages, 25 pound 


drums and 50 pound bags. 


Prices and further information on request. 


THE UNITED STATES GRAPHITE COMPANY 
DIVISION OF THE WICKES CORPORATION « SAGINAW 9, MICHIGAN 
Want more facts? Circle 117, p. 35 
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EVERYBODY MAKES 
BUT HERE COMES 


(ADJUSTABLE ) —_ 
50 adj. 


(ADJUSTABLE ) 


SOLD THRU JOBBERS ONLY 


CHAMPION BRASS MFG. CO. 


1460 NAUD STREET 
CALIFORNIA 





in., and weighs 2% lb. It can be 
used for either fresh or salt water 
fishing. Falls City Div., Stratton & 
Terstegge Co., Dept. HA, 16th & 
Main Sts., Louisville, Ky. 


Item 40 
Safety rotary cutting disk 


General Mower is now using a 
Gemco gyrotor safety mowing disk 
on its 1962 lawnmower models. Disk 
has three cutting edges. Leading 


edge of cutting area has deflecting 
ridges which slide over solid objects 
and prevents cutting edge from 
hitting them. At the same time, 


disk’s speed creates a suction force 
which draws grass up to make cut- 
ting easier. Unit also features a 
projecting center hub to hold disk 
above ground level on uneven ter- 
rain. General Mower Corp., Dept. 
HA, 3333 Princess Anne Rd., Nor- 
folk, Va. 


Item 41 
Aerosol paint line expanded 


Blue fluorescent is the newest 
color in the Krylon aerosol line of 
fluorescent colors. Other colors in 
the line are red orange, yellow 
orange, sunset gold, lemon yellow, 


cerise and green. The sprays may 
be used on paper, wood, cloth, glass, 
metal, styrofoam, and some plas- 
tics. Retail price of 6-0z can is 
$1.19; 16-0oz can is $2.79. Krylon 
Inc., Dept. HA, Ford & Washing- 
ton Sts., Norristown, Pa. 


Item 42 
1962 garden hose line 


The 1962 line of Swan rubber 
and vinyl garden hose features col- 
orful, self-selling packaging. Twelve 
styles of hose are individually coiled 
on multi-color display boards which 
tie-in with Swan’s national adver- 
tising. A 3-tube sprinkler and a 
handy plastic grass stop is also in- 
cluded in the line. Swan Rubber Co., 
Dept. HA, Bucyrus, Ohio. 


Item 43 
Display for plastic pipe 

This 17 x 24 in. display for 
Johns-Manville plastic pipe can be 
used on the counter or hung on the 
wall. It features a sample of poly- 
ethylene and ABS pipe in addition 





Every updraft warm air furnace you service or install offers a ready 

prospect for an automatic, efficient humidifier. Don’t miss the oppor- 

tunity to sell the most advanced design in home humidification— 

General’s Moisture-Matic Model 800—simple, foolproof, easy to install 

—and profitable! Holds 5 to 15 replaceable Porous Weave evaporating 

ram having many distinctive features for super-efficient moisturizing. 
‘rite for dealer price information. 


Generals 
FUEL OIL FILTERS 


The best performing 
fuel oil filter—re- 
moves ALL solids, 
lint, and moisture 
through genuine all- 
wool, step-design 
cartridge— patented 
process secures wool 
element to core. 
Lifetime epoxy fin- 
ished steel housing. 
Five sizes fit all 
plants. 


Don’t Be Fooled 


for a few 
pennies! 


Imitation Gen- 

eral Replace- 

ment Cartridges, 

costing only a 

few pennies less, are causing 
troubles for contractors—they 
don’t filter out lint! Besides, 
General includes a heavy-duty 
gasket to prevent leaks in 
every package. Don’t take 
chances—SPECIFY General 
Replacement Cartridges every 
time! 


CLOG-FREE 
COMPACT 
AUTOMATIC 


General’s Moisture-Matic Humidifier 
has FEWER PARTS than similar 
automatic humidifiers. Chrome-plated 
valve operates on water pressure from 
5 to a and has fully enclosed valve 


SPECIFY GF PRODUCTS TO YOUR JOBBERS! seat— not clog or rust. Molded 
phenolic sgh is Rhine ypc mg a 

parts carry o ou 
will find the "Moteture- Matic easy to 
a ee ere ee oe 


PRODUCTS Be hea , 
V % “Porous. Weave” plates is added profit. 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 35 


to photographs of the various types 
of installations for which plastic 
pipe is commonly used. Two pockets 
hold 3% x 6 in. folders which de- 
scribe the two types of pipe. Johns- 
Manville, Dept. HA, 22 E. 40th St., 
New York 16, N.Y. 


Item 44 
Two-speed electric drill 


This %-in. Electr-O drill, Model 
No. 245, has a switch on barrel that 
changes drill speed from 2400 rpm 
to 1100 rpm. Drill weighs 4%-lb, 
has 1/3 hp motor. Features ball 
thrust bearings, die-cast alumi- 


num housing; micro-machined alloy 
gears, Jacobs geared chuck and key, 
highly polished finish. Retail price is 
$39.95. Electro Engineering Prod- 
ucts Co., Dept. HA, 609 W. Lake 
St., Chicago 6, Ill. 


Item 45 
Decorative colonial moulding 


Waddell’s Provincial moulding 
can be used to decorate any room. 
Moulding is made of northern hard 
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maple, comes in % and %%-in. 
widths. Ends of corner curves are 
cut to match 45-degree cut on 
straight pieces. Can be mounted 
with glue or brads, and can be 


i ee 




















1 


stained, painted or finished natu- 
ral. Display is also available. Wad- 
dell Mfg. Co., Dept. HA, 115 Taylor 
St., Grand Rapids, Mich. 


Item 46 
Display card for baby walker 


Evans has a display card avail- 
able for use with its Baby Scoota, 
quickly converting the walker to an 
attractive display. The large card 
pictures a life-size youngster who 


appears to be riding the unit when 
mounted. Evans Products Co., 
Dept. HA, 1310 Eckles Rd., Plym- 
outh, Mich. 


Item 47 
Western style air rifle 


Daisy’s Model 1894 lever-action, 
western style air rifle makes an 
ideal trainer. It has a maximum 


velocity of 300 ft per second, safety 
hammer has to be cocked before 
each shot. Cocking action takes 
place on both forward and return 
stroke of lever. Gun is port load- 
ing, holds 40 shots. Daisy Mfg. 
Co., Dept. HA, Rogers, Ark. 


Item 48 
Livestock water bowls 


Starline’s improved non-siphon- 
ing steel water bowl, Model No. 
NS1011, features built-in water 
flow control. Also has brass valves, 


34-in. rotating universal inlet, and 
paddle which swings horizontally to 
side of bowl. Unit comes assembled, 
with brackets for installing on 1°%- 
in. diameter steel uprights or wood. 
Unit complies with U. S. public 
health recommendations. Starline, 
Inc., Dept. HA, Harvard, Ill. 


Item 49 
Cylindrical locksets mount 


This attractive mount for dis- 
playing cylindrical locksets is avail- 
able in black or fruitwood and 
shows the pin tumbler entry set 
with 5 in. backset and the No. 726 
Star escutcheon, passage set and 
bathset with chrome trim on one 

(Continued on page 72) 





There've Been Some 
Changes Made at Ka-Bar, 
with Big Benefits for 
Cutlery Dealers 


This long-time maker of fine cutlery 
is under new management. There’ll be 
no change in Ka-Bar craftsmanship, for 
that’s the foundation of our business. In 
other ways, there are important changes, 
stemming from the personal interest of 
the independent businessmen who re- 
cently acquired and are actively manag- 
ing this firm. To be specific— 


This is what 
the “new” Ka-Bar offers you: 


1. A widely-respected brand of top- 
quality, high-profit cutlery: pocket knives, 
hunting and fishing knives, and house- 
hold items—all backed by a solid guaran- 
tee on workmanship and materials. 


2. Constant improvements in styling. 


3. Constant improvement in breadth of 
lines—with extensive lines to begin with. 


4. Constant improvement in deliveries. 


5. Constant improvement in service, by 
salesmen who are service-minded and 
service-trained to help you keep your 
Ka-Bar displays and stock at peak 
money-making efficiency. 


In short, this is still an independent 
company, carrying on the traditional 
Ka-Bar craftsmanship and reinforcing it 
with modern product-development, qual- 
ity-control, production and merchan- 
dising methods that add up to a big 
PLUS for dealers who carry Ka-Bar 
cutlery. 

Come along with us to bigger and 
better things—bigger profits, and better 
cutlery. Write for catalogs and pricing 
information. 


Several territories are open for representation. Inquire. 


KA-BAR INCORPORATED « OLEAN, N.Y. 
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Are you stocking 
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Hex Wrenches? ‘ 


Six Sizes with Max- 
imum Jaw Openings 
of 1146", 112", 1%", 
2%", 3" and 
47%," across flats. 


Simple Display Quickly Proves Customer Need 
for easy home, equipment and toy repairs! 
Finest of All Adjustable Smooth-Jaw Wrenches 


MORE GRIPPING POWER... 
for all nuts. Puts a wrap- 
around grip on hexes that 
just won’t slip. Because 
you're pulling with at least 
three flat sides at once, you'll 
never round off shoulders. 
Works on square nuts, valve 
packing nuts, unions and 
gas cocks and flat shapes, 
too. Smooth jaws won't even 
mar polished or plated sur- 
faces. 


RUGGED CONSTRUCTION... 
built good and solid. Thin 
but extra-strong jaws slip 
into tight places. The first 
time your customers pick up 
a RIGID hex wrench they’ll 
know that here’s a wrench 
they’ll use for a long, long 
time. It’s every bit as rugged 
as the familiar RIZAID Pipe 
Wrench. 


‘ 
"| 
J 


RieiID No. E-110 
Offset Hex Wrench 


Big Jaw, Short Handle for Sink and 
Tub Drain Nuts 


Maximum Jaw Opening— 
2%" across flats. 


RieeiD No. E-11 
End Hex Wrench 


Offset Jaw for Easy Work in Tight 
Places 


Maximum Jaw Opening— 
1%” across flats. 


Order your stock of these new RITA(D Hex Wrenches: 
New jaw design draws customer attention for easy sales. 


Call your Wholesaler today! 
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There's just one 
reason why more 
stores sell Atlas 
Tacks, Nails and 
Brads than any 
other brand: 


BETTER 
PROFITS 


But there are four 
reasons why they 
make better profits 
with Atlas: 


1. Better displays 
2. Better packages 
| 3. Complete line 











TURNOVER 





“FASTER | 
| 





Five to seven turns per year is the 
rule — not the exception — when 
stores display their most popular 
Atlas items in these proven self- 
service displays. At 15¢ for a full 
2 oz. box, customers get up to 
100% more merchandise and you 
get 65% to 100% more profit. No 
strain...less work...more money. 


ct \810 


Atlas = 
CORP. 


Fairhaven, Mass. e Henderson, Ky. 


1810-1961 








L ottone from Hardware Age Readers 





| “4.0 Years of Hardware’”’ 
| Dear Editor: 


You report, on p. 122 of the Oct. 


|19th issue, that readers occasion- 
| ally are seeking copies of the book 
| “40 Years of Hardware,” by Saun- 
_ ders Norvell. 


I have a copy of the first edition, 


| dated 1924, which I have valued 


over the years. However, I would 
be willing to sell it to some hard- 
wareman who appreciates reading 
it. 

While the green cover shows 
age, the book is in first class con- 
dition. I would be willing to sell it 
at a cost of $10, plus 50¢ for pack- 
ing, and insured postage. 

Incidentally, I also have a copy 


of Roy Soule’s book, “How to Sell 
| Hardware,” dated 1913, which I 
am willing to sell to some reader 


for the same price as the other 
_ book. 


Yours truly, 
Wm. F. Ball 
Manufacturers’ Representative 
503 Ivy St. 
Elmira, N.Y. 


_ Editor’s note: We are most appre- 
_ctative of Reader Ball’s note. “40 
| Years of Hardware,” has been long 
out of print, but we still receive 
requests for copies. 
interested in obtaining a copy of 
either of the books mentioned by 
Mr. Ball, may write him directly. 


Any reader 


Reversed selling 
| Dear Editor: 


Sometimes there are ways of 


turning a loss into a gain. Last 
_ year we purchased a toy automobile 


(which you could actually ride in), 
with high hopes of selling this big 
ticket item. 

Although our sales effort was un- 
successful, we nevertheless were 
able to get a lot of publicity for our 
store. In the Christmas parade, 


ONE HUNDRED AND FIFTY-ONE YEARS OF Service | Santa Claus was preceded by our 
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miniature model of a 1910 Ford 

Our car has been used by the 
United Fund in its parade and by 
a large local department store in 
its back to school window. We 
charge nothing for the use of the 
car, but derive benefits from the 
free advertising. 

The little Ford has also been in 
demand for rental use at birthday 
parties. 

With all the attention that we 
have gathered from this car, I feel 
that we have well gotten our 
money’s worth from this item and 
this was one time that not making 
the sale paid off. 

Very truly yours, 
Donald Rosenbaum 
Rosenbaum Hardware Co., Inc. 
Newmarket Shopping Center 
Newport News, Va. 


Lots of advice 


Dear Editor: 

Just received my HARDWARE 
AGE and I say “Amen” to the edi- 
torial “Lots of Advice” (p. 7, Nov. 
16 issue). I wish every hardware 
dealer in the U. S. could read this. 


If we all would stop repeating 
and believing this discount house 
propaganda; if we dealers would 
put more time worrying about our 
own business rather than discount 
houses, we would all be better off. 


Hardin Franks 
Hardin Franks Hardware 
Alton, Mo. 


Editor’s Note: 


We received some very interest- 
ing comments on a recent editorial 
discussion from “Jim Howe.” Un- 
fortunately, there was no further 
address given. We’d like very much 
to acknowledge Mr. Howe’s note 
and to discuss his ideas further. 
Will Mr. Howe let us have his street 
address? 





Necessity 
for 
Good 
Health 


HOME 
AND 
OFFICE 


Profitable... Priced for Quick Selling 


The Fulton Humidifier is designed to fit any steam or 
hot water radiator. Its one piece consiruction assures 
no leaking, and galvannealed treatment assures rust 
resistance. Felt Wick assures uniform evaporation. 
Available with Aluminum and Brushed Brass finish. 


Write today... 


PATENT NOVELTY CO. 
FULTON, ILLINOIS 
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OVER-THE-DOOR 
GARMENT HANGERS 








BETTER HOUSEHOLD 
HAROWARE SINCE 1872 


F. H. TATE CO. @ 251 CAUSEWAY ST. ® BOSTON, MASS. | 
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keep profits UP with UPLAND 
SKIN-PACKED WRENCH SETS 


New "see-through" packaging sells for 
you—speeds up turnover—boosts profits, 
because THERE'S NO PRICE INCREASE. 


POCKET HEX KEY WRENCH SET 

No. SP-7K—I-Beam Construction, bright plated. 
Extra strong, tool steel hardened and tem- 
pered Hex Keys. Wearhard surface guaran- 
teed. 7 keys swivel 180° for easy use. Sizes 
050°" to 3/16" across flats, fit #3 to %"' 
screws. One dozen per box, one gross per 
shipping carton. Shipping wt. 36 Ibs. per 
gross. Retail 98¢ ec. 


Terms: 2% 10 days, net 30, F.O.B. factory. 
For full-line catalog and name of nearest jobber, write: 


UPLAND INDUSTRIES, Inc. 


UPLAND 7, PA. 
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Reichert Floats Get Repeats 


Only Reichert has a complete line of floats and 
tank balls ... sizes, styles, shapes and weights 
for every application and water condition. The 
patented seam and spud construction makes 
Reichert Floats the strongest. They never leak. 


Reichert Tank Balls Always Seat 


The exclusive positive closing Spin Seat (Trdmrk. 
Reg.) (Pat. No. 2788525) revolves on flushing; 
seats in a different position every time. 


~~ = 


Send for new catalog and prices on sump pump, humidi- 
fier, pressure, open and flush tank, and general purpose 
copper and plastic floats and rubber tank balls. 


FLOAT & MFG. CO. 


2243 Smead Avenue Toledo 6, Ohio 


REICHERT 
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Stock the one 
all purpose 
water seal 











Proved by home owners 
— contractors 


widely advertised 


MOISTURE PROOF WALLS, 
CEILINGS, FOUNDATIONS 


Wood «+ Tile « Stucco « Masonry 
Concrete « Shingles « Painted 
and unpainted surfaces 
Prevents dry rot, efflorescence, 
water stains «+ Retards dampness 
in basements « Lasts five years 


OUTDOOR USES 


Keeps moisture out of camping equip- 
ment, awnings, convertible tops, garden 
furniture, pads, planter boxes, boots, 
shoes, any porous material 


Easy to apply by brush, spray or roller. 
Deep penetrating. Colorless. 


Excellent concrete curing and sealing 
agent. Proved bond breaker for pre-cast, 
tilt up and lift slab construction. 


Order from your wholesaler or Thomp- 
son distributor. Ask about free perma- 
nent display fixture to speed up sales, 
save inventory. 


Write for complete information and name of 


distributor nearest you. eons 


J 
MANUFACTURERS OF FINE PROTECTIVE 
CHEMICALS SINCE 1929 


E. A. Thompson Co., Inc., Merchandise Mart, 
San Francisco 3, California 


San Francisco * Los Angeles * San Diego * 
Portland ¢ Chicago * Seattle * Denver ¢ Dallas 
Houston ¢ St. Louis * St. Paul © Detroit °* 
Philadelphia * New York City * Memphis °¢ 
Cleveland * Factory: King City, California 
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Store Thefts 

(Continued from page 23) 
tomer thefts account for a very 
small share of the total theft loss. 

“Many companies,” he reports, 
“maintain a file of all confessions 
obtained from_ shoplifters. An 
analysis of 100 typical confessions 
indicates a total loss of $176.68, or 
$1.77 per shoplifter. . .. This is 
penny ante compared to what is 
taken by employees. After all, em- 
ployees have the opportunity, the 
knowhow and the time to appropri- 
ate your cash and merchandise in 
more generous quantities.” 

To frustrate employee thefts and 
to help retailers improve employee 
morale at the same time, Jaspan 
has compiled a five-point guidepost 
for store owners to achieve these 
ends. 

Still another common form of 
theft is practiced by drop shipment 
vendors, mostly those who are al- 
lowed to stock their own merchan- 
dise, Jaspan says. Drivers often 
overstate quantities delivered; ven- 
dor representatives approve faked 
damage reports. 

Drivers, platform men and ware- 
house managers quickly learn 
which stores check their deliveries 
and often take advantage of those 
that don’t. 

The retailer must keep a constant 
guard against these and other types 
of employee theft, and an even 
keener eye trained on his workers 
rather than the gimlet orb he has 
traditionally kept on the suspicious 
looking customer. End 


Frankfurth publishes 


a Centennial Booklet 


Frankfurth Hardware Co., Mil- 
waukee wholesaler, is celebrating 
its 100th year in business. And the 
event is showcased in a booklet en- 
titled, “100 years of service.”’ 

The 20-page booklet gives a com- 
prehensive history of the firm, from 
its humble beginnings as a small re- 
tail store to a giant wholesaler 
serving some 1200 dealers in three 
states. 

Only five presidents, all named 
Frankfurth, have headed the firm. 
The founder was William Frank- 
furth, Sr., who arrived in this coun- 
try virtually penniless from Ger- 
many. Lorenz O. Frankfurth, now 
president, was elected in February 
of this year. 


prutomatically! 
USE A Daintyaid, 


FAMILY SIZE (scx) 
BUFFET SKILLET 


REG. $14.95 
VALUE 


SLIGHTLY HIGHER 
IN WEST 


@ Cook-and-serve in it 





\ @ immerse it . . . washes like a dish 








| 
| 
; 
' 





@ Bake, fry, stew or roast right at 
the table 


GUARANTEED 
FULL YEAR 
U. L. APPROVED 


RES ALMOST EVERYWHERE 


NATIONALLY 
ADVERTISED IN 


The Saturday Evening 


For information, Write 


LIBERTY DISTRIBUTORS 
BOX 95, PHILADELPHIA 9, PA. 
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kspecialties 


extend to you their 


hardware 


sincere good wishes 
for the holidays and 


for the years ahead 


at 


» 


- 


IN CANADA 
Geo. S. Hall Co., 25 Granville St., 
Toronto 1 


EXPORT 
Hall & Reis iInc., 165 Broadway, 
New York 6 


at’ 
Dh Lea Ne page foe Nope 
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Playing up bolt stocks 
builds bigger volume 


If you have a business asset, 
brag about it and watch the good 
performer perform even better. 

This is just what Lendved Hard- 
ware Co., Clintonville, Wis., does. 
The results justify this promotion 


A little bragging about extensive bolt 
stock helps boost sales even further. 


of one of the busiest departments. 

Lendved’s has a very wide selec- 
tion of bolts. Accordingly, manage- 
ment has placed a very readable 
white on black sign above the de- 
partment reading: 

“We have the most complete 
stock of bolts in town.” 

Lendved Hardware follows this 
up with repeated mention of the 
asset in its newspaper ad copy. 
Reuben V. Lendved, owner, reports 
that as a result of this horn toot- 
ing, customers come from many 
miles around because they know 
they can satisfy their bolt needs at 
Lendved’s. 


HARDWARE HUMOR 
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SPACE-SAVING 


Don’t fool yourself . . . your stocking space costs money, especially when 
it can be more profitably used for seasonals. 


Our phenomenal (really!) delivery has enabled some wholesalers to turn 
their heavy hand tool stock 7 and 8 times, compared to their previous 3 or 4. 


If you wouldn’t mind saving some cold, hard cash (and keep your cus- 
tomers happy, too) why not give us a call, or better still, send an order 
... then sit back and count the hours it takes us to deliver. 


WARREN TOOL CORP. 
WARREN, OHIO 


ak E KOE ES a er . ee : 
i a ly Ce oe 
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‘Ford Econolines 


cost us 


25% less to buy... 


save us almost 
50% on gas” 


says Mr. L. LeRoy Highbaugh, Jr., L. LeRoy Highbaugh & Son, Louisville, Kentucky 


“Our first Ford Econoline truck convinced us we 
should replace all 11 units in our repair and main- 
tenance fleet with Econoline Vans and Pickups. 


“We saved from $300 to $500 apiece on initial 
cost, and this lower price also means a fleet sav- 
ings of $200 in city taxes and several hundred 
dollars each year in state taxes. 


‘‘We also found that our gasoline bill has been 
cut almost in half. These Ford Econolines are 
getting about 20 miles to the gallon, compared to 
the 10 miles our standard %-tonners used to 
average. It looks like we'll save 15% yearly on tire 
costs. In fact, our total maintenance expense is 
way down. So much so, we've been able to cut our 
staff of mechanics from three to two. 


‘‘Many other Ford advantages have shown up— 


besides economy. Our drivers report the Econo- 
lines are much more maneuverable, and they’re 
easier to operate in snow than the standard trucks 
we've had. 


‘“‘Each driver-repairman carries all the supplies 
and equipment needed to plaster, paint, fix 
plumbing, secure sagging hinges or handle any 
emergency. They need plenty of room to keep 
everything where it can be reached quickly and 
easily. The Econoline’s flat floor, larger loadspace 
and convenient double doors (side and rear) are 
big timesavers. 


‘“‘We have 12 other Ford Trucks, including dumps 
and mixers for construction work and Falcon 
Rancheros in our nursery operation, all doing an 
excellent job for us.’’ 


Solid testimony that Ford’s full-time economy only starts with low price! 


FORD TRUCKS 





GOST LESS 
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3m emery cloth dry 


Welorti"y 


pac® i al 

¢ grove qnst? 

coo oa 
a 4 + 


P} k No trick to build extra profits 
IC a with these handy household 
sandpaper packs. Just the 

k thing for many general sand- 
pac @ @@ ing jobs around the house. 
Colorful cartons illus- 

an ack trate uses .. . display 
y p them in housewares 
department too, and 

spur impulse sales. Three pack types to choose 


from—“3M”" Flint Paper, ““3M’’ Emery Cloth, ‘‘Wet- 
ordry’’ Garnet paper. Ask your 3M Man. 


**3M*" AND “"WETORORY’* ARE REGISTERED TRADEMARKS 
OF 3m CO., ST. PAUL 6, MINN 


Mianmesora Miaine AnD Mhanvracrunine ES 


DA NM DE. E Adhesive CLOTH 


PICTURE HANGERS 


vy BETTER HOUSEHOLD 
3 HARDWARE SINCE 1872 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
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SCREW 
ANCHORS 


\ 


i _ 5 
\ Distributed by 


DANISH IMPORT « sex 101, Birmingham, Mich. 
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HARDWARE AGE 


DQ) Your Club - 


FREDERICK A. 

JACOBS, sales represen- 

tative for Blish, Mize & 

Silliman Hardware Co., 

wholesaler at Atchison, 

Kan., completed 50 years 

in the hardware field on 

Oct. 1. Mr. Jacobs spent 

the entire 50 years with 

Blish, Mize & Silliman. 

He began in 1911 as an 

order clerk and was soon 

advanced to stockman in 

the agricultural depart- 

ment, and later became check clerk in the city 

department. Mr. Jacobs also held positions in 

the shipping and receiving departments and was 

a price clerk. In 1917 Mr. Jacobs went on the road 

as a salesman. He was in the Army in World 

War I. Mr. Jacobs returned to his post as sales- 

man covering the northwestern territory, with 

headquarters at Norton, Kan., the position he now 

holds. Mr. Jacobs is a member of the American 

Legion, Veterans of Foreign Wars, Knights of 

Columbus, and United Commercial Travelers. His 
hobbies are fishing, boating, and hunting. 


ALBERT W. THUROW 
retired Sept. 15 as man- 
ager of the General 
Hardware and Door Div., 
Richards-Wilcox Mfg. Co., 
Aurora, Ill. Mr. Thurow 
celebrated his 50th year 
with the firm earlier this 
year. He began his career 
as an office boy at the 
age of 15. He progressed 
through the production, 
inventory, control billing 
and sales departments and 
later was appointed to the position he held upon 
retiring. Mr. Thurow is a past-president and na- 
tional director of the Men’s Garden Club, and a 
past-president of the Aurora Optimists Club. He 
is also active in the Boy Scouts, serving on the 
local council board. Mr. Thurow’s hobbies are 
farming, traveling, gardening and golf. 
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type of paper. The per- 





i h fect triple play to invite self-service 

BLACK FRICTION TAPE (és HEL ave sales. You'll find them all at a 

pyr ft ot glance on the side of every 3M Sandpaper 

and PLASTIC TAPE — - | Cabinet. These colorful, sturdy cabinets hold 

: complete grit selection... boost sales up to 

Leading manufacturer of rubber 25%! Five sandpaper cabinet assortments to 
- cd omen edb 9 choose from. Ask your 3M Man 


KYOWA RUBBER INDUSTRY CO., LTD. ger 19.8 Snnnenes tanegmane OF sm €0., 88 


ploveveveveve! ‘Sakura-dori, Nishinari-ku, Osaka, Japan MMianmesora Miaine AnD Mianveracruaine COMPANY 
—— Cable Address: “KYOWAGOMU OSAKA” 
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SHARON 
SAVES TIME 
SAVES SPACE 


REDUCES INVENTORY 
OFFERS EXCELLENT MARKUP 


SHARON BOLT & SCREW CO. 


Norwood, Mass. 
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The BIG NAME y =~ C=» NOZZLES 


HOSEMASTER RAYE 


SPRAYERS 
by GILMOUR of SOMERSET, PA. SPRINKLERS 
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Convention Calendar 





conventions 


shows 


conferences 








January 


7-9 Fetterman Hardware Co. An- 
nual Spring & Garden Show, 
Washington, D. C. 
7-9 Weed & Co., Annual Dealer 
Trade Show, Buffalo, N. Y. 
14 Budrow & Co.. Annual Dealer 
Show, Los Angeles, Calif. 
14-16 Pennsylvania & Atlantic Sea- 
board Hardware Assn., Phila- 
delphia. 

14-16 Wisconsin Retail Hardware 
Assn., Stevens Point. 

14-19 Independent Housewares Exhibit. 
Chicago. 

15-19 National Housewares Exhibit, 
Chicago. 

16-17 Hardware Supply, Inc., Annual 
Dealer Show, Detroit, Mich. 

21-22 Louisiana - Mississippi Retai! 
Hardware Assn., Baton Rouge, 
La. 

21-23 Ace Hardware Corp., Annual 
Convention & Exhibit, Chicago. 

21-23 Albany Hardware & Iron Co., 
Dealer Show, Albany, N. Y. 

21-23 Hibbard, Spencer, Bartlett & 
Co., Annual convention of True 
Value, Auburn, Associoted and 
Buh! Sons Co. Dealers, Evans- 
ton, Ill. 
Pacific Northwest Hardware & 
Implement Assn., Portland, Ore. 
South Dakota Retail Hardwore 
Assn., Sioux Falls. 
Wm. H. Cole & Sons, Dealer 
Show, Baltimore, Md. 
Van Camp Hardwore & Iron 
Co., Spring & Summer Merchan- 
dise Show, Indianapolis. 
Mountain States Hardware & 
Implement Assn., Denver, Colo. 
Piedmont Hardware Co., Gen- 
eral Merchandise Trade Show, 
Danville, Va. 
Oklahoma Hardware & Imple- 
ment Assn., Oklahoma City. 
Southwest Hardwore & House- 
wares Show of Pacific Southwest 
Hardware Assn., Phoenix, Ariz. 





Convention Check List 





For complete details about the convention listed by dates below use 
the alphabetical listing following this quick check list. 


28 S. Federbush Co., Annual Spring 
Merchandise Fair, Lodi, N. J. 

28-29 Frankfurth Hardware Co., Mer- 
chandise Clinic & Show, Mil- 
waukee, Wis. 

28-30 Indiana Retail Hardware Assn.., 
Indianapolis. 

28-30 Intermountain Assn., Idaho Falls, 
Idaho. 

28-30 Texas Hardware & Implement 
Assn., Dallas. 

28-30 Wisco Hardware Co., Annual 
Merchandising School & Sales 
Show, Madison Wis. 

29-31 United Hardware Distributing 
Co., Annua! Stockholders’ Meet- 
ing & Merchandise Show, Minne- 
apolis, Minn. 


February 
4-5 Nebraska Retail Hardware 


Assn., Lincoln. 

4-5 Tennessee Retail Hardware 
Assn., Nashville. 

4-6 Virginia Retail Hardware Assn., 
Norfolk. 

4-7 Ohio Hardware Assn., Conven- 
tion & Mid-America Hardware 
Show, Cleveland. 

4-7 Supple-Biddle-Steltz Co., Mer- 
chandise Fair, Philadelphia 

5-8 Canadian Hardware Show of 
Canadian Retail Hardware 
Assn., Toronto, Canada. 
Connecticut Hardware Assn., 
Bridgeport. 

11-12 Arkansas Retail Hardware 
Assn., Little Rock. 

11-12 Tri-State Hardware & Imple- 
ment Assn., Amarillo, Texas. 

11-13 Kentucky Retail Hardware 
Assn. Convention, Louisville. 

11-13 Western States Hardware 
Housewares, Paint & Garden 
Supply Show of California Re- 
tail Hardwore Assn., San Fran- 
Cisco. 

11-14 lowa Retail Hardwore Assn., 
Des Moines. 

11-14 Our Own Hardware Co., Spring 
Convention, Minneapolis. 


13-15 C. Y. Schelly & Bro., Inc., Spring 
Merchandise Show, Allentown, 
Pa. 

18-19 Billings Hardware Co., Sport- 
ing Goods, Lawn and Garden 
Show, Billings, Mont. 

18-19 Lee Hardware Co. Spring Mar- 
ket, Shreveport, La. 

18-20 Illinois Retail Hardware Assn.., 
Peoria. 

18-20 Michigan Retail Hardware 
Assn., Lansing. 

18-20 New York State Retail Hard- 
ware Assn., Rochester. 

18-20 West Virginia Hardware Assn., 
Parkersburg. 

18-20 Western Retail Implement & 
Hardware Assn., Kansas City, 
Mo. 

20-22 Albany Hardware Co., Annual 
Trade Show, Albany, Ga. 

20-22 Hardware Assn. of the Caro- 
linas Hardware & Housewares 
Show & Convention, Charlotte, 
N. C. 

25-27 Alabama Retail Hardware 
Assn., Montgomery. 

25-27 New England Hardware Deal- 
ers Assn. Convention & Hard- 
ware & Housewares Show, Bos- 
ton, Mass. 

West Coast Hardware & House- 
wares Show of Pacific Southwest 
Hardware Assn., Los Angeles, 
Calif. 

American Hardware Supply 
Co., Annual Stockholders’ Meet- 
ing & Merchandise Fair, New 
Castle, Pa. 


March 
11-16 International Toy & Trade Fair, 
New York. 
25-27 Georgia-Florida Hardware 
Assn. Convention & Spring 
Trade Show, Jacksonville, Fla. 


April 


15-18 Southern Hardware Convention, 
Dallas, Texas. 








National Events 


Independent Housewares Exhibit, Jan. 
14-19, at Morrison & Sherman Ho- 
tels, Chicago. Sponsored by Inde- 
pendent Housewares Exhibit, 8 
Dearborn St., Chicago 3. Jules 
Karel, manager. 


International Toy & Trade Fair, Mar. 
11-16, at Hotel Statler-Hilton, New 
York. Sponsored by International 
Trade Shows, 545 Fifth Ave., New 
York 17. 
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National Housewares Exhibit, Jan. 
15-19, McCormick Place, Chicago. 
Sponsored by National Housewares 
Mfrs. Assn., 1130 Merchandise 
Mart, Chicago 54; Dolph Zapfel, 
secretary. 


Regional—State 


Ace Hardware Corp., Annual Conven- 
tion and exhibit, Jan. 21-23, at Con- 
rad Hilton Hotel, Chicago. 


Alabama Retail Hardware Assn. Con- 


vention, Feb. 25-27. Hotel Head- 
quarters at Whitley Hotel. Sessions 
and exhibit at Alabama State Coli- 
seum, Montgomery. A. B. Hill, 2201 
Highland Ave., Birmingham. 


Albany Hardware Co., Inc., Annual 
Trade Show, Feb. 20-22, at company 
offices, 419 Hodges Ave., Albany, 
Ga. 


Albany Hardware & Iron Co., Dealer 
Show, Jan. 21-23, at Albany Hard- 
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ware Bldg., Broadway & Arch Sts., 
Albany, N. Y. 





American Hardware Supply Co., But- 


or Wi Aeeeat Gheliindien” Sheet: Self-service display merchandiser 


ing and Merchandise Fair, Feb. 26- 
4d at Masonic Hall, New Castle, from CAMPBELL CHAIN 


Arkansas Retail Hardware Assn. Con- 
vention, Feb. 11-12. Hotel Head- — — 
quarters at Marion Hotel. Sessions do it yourself,,, | 
and exhibit at Robinson Memorial SEP, 
Auditorium, Little Rock. Tom R. 
Pinckney, 1014% Main, Little Rock. 











( do it yourselt... 
















iia , with CAMPBELL € 
Billings Hardware Co., Sporting see — LL CHAIN 


Goods, Lawn and Garden Show, 4 ly il lle dll 
Feb. 18-19, at company offices, 510 SALES — pcg 
Broadway, Billings, Mont. eae ee SS : 





Budrow & Co., Annual Dealer Show, 
Jan. 14, at company offices, 3161 E. 
Washington Blvd., Los Angeles 23, 
Calif. 


Canadian Hardware Show, sponsored 
by Canadian Retail Hardware 
Assn., Feb. 5-8. Convention and ex- 
hibits at Industry Bldg., and East 
Coliseum, Exhibition Park, Toronto. 
Angus T. Firth, 290 Merton St., 
Toronto 7, Ont. 





Wm. H. Cole & Sons, Dealer Show, 
Jan. 23-24, at company offices, 1110 
Batavia Farm Road, Baltimore 6, 
Md. 


Connecticut Hardware Assn. Conven- 
tion, ‘Feb. 7. Hotel Headquarters 
and sessions at Stratfield Hotel, 
Bridgeport. Russell V. Carlson, 10 
Bank St., New Milford. 


S. Fetterbush Co., Annual Spring 
Merchandise Fair, Jan. 28, at Lodi 
Armory, Essex St. off Route 17, 
Lodi, N. J. 


Fetterman Hardware Co., Washing- 
ton, D. C., Annual Spring & Garden 
Show, Jan. 7-9, at Presidential 


Arms, Washington, D. C. Two useful chain merchandisers with | Front loading * Handy chain-end 


° Rj items 
Frankfurth Hardware Co., Milwaukee, | a variety of small welded and weld- page ti peg "Sug. 
Merchandise Clinic and Show, Jan. less chain assortments and Proof Coil a ; 
28-29, at Milwaukee Auditorium, A in 3/16” th h 3/8’ gested price stickers ° Variety of 
Milwaukee, Wis. ssortments in 3/ through 3/8's. assortments * Cutters for light 
All reels are interchangeable. The chain assortments free . . . nom- 
Georgia-Florida Hardware Assn. Con- Merchandiser takes up only one inal charge for cutter for Proof 
vention, Mar. 25-27. Hotel Head- 


quarters at George Washington Ho- square foot. Give chain a better dis- Coil Chain assortments. 


tel. Sessions and exhibit at Jack- | play that will mean more sales... | Get information from your Campbell 
sonville Coliseum, Jacksonville. R. | ° . . 
5. Midsie, 564 Sine Ans. Gennes | and you earn over 100% markup. wholesaler, or write direct. 


Park, Fla. 


Hardware Assn. of the Carolinas 


Hardware & Housewares Show & | CAMPBELL CHAIN COMPANY 
Convention, Feb. 20-22. Hotel Head- | ~— 
(Continued on page 62) -— _ 3 FACTORIES: York, Pa.; West Burlington, lowa; Union City, Calif. 


(a7 WAREHOUSES: Medford, Mass.; Atlanta, Ga.; Dallas, Texas; 
Want more facts? Circle 138, p. 35 > * Chicago, Iil.; Portland, Ore.; Seattle, Wash.; Los Angeles, Calif. 


Man alive! Sales come alive .. . 


Get set for the liveliest saw selling season you’ve ever seen! It’s simple. Stock 
up now on Black & Decker’s Special Sale Models . . . that you offer at a 
whopping $5.00 savings to your customers. For the home handyman, there’s 
B&D’s 7%" Utility Saw (it was our #437; now it’s U-137). For the Pro, 
there’s B&D’s 614” Professional Heavy-Duty Saw (now the U-336; it was our 
# 63). Both are Industrially Listed by UL and packed with fast-selling features. 


Popular-priced. B&D 6%" Utility Saw’ Big capacity. B&D 7%” Professional Builders’ best buy. B&D 8” Profes- 
U-136 (#430) Heavy-Duty Saw U-337 (#730) sional Heavy-Duty Saw U-338 ( #830) 
Want more facts? Circle 139, p. 35 
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with $5.00 OFF-ERS from B&D 


You not only have the quality line of Black & Decker Saws (including two 
special sale models) to sell, but you also will be furnished with in-store posters 
and banners that boom these $5.00 Off-ers. Plus, full-page SALE advertise- 
ments in True, Practical Builder, American Builder, Reader’s Digest, Popular 
Mechanics and Mechanix Illustrated. You can’t sell a better saw. And, you 
can’t offer a better deal. 


Order now from your wholesaler, or see your Black & Decker Representative. 


Hlack e Decker: 


BEST KNOWN TOOL BRAND IN THE LAND 


Dept. L-121, Towson 4, Maryland 





Want more facts? Circle 139, p. 35 
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MORE 
ARROW 
STAPLE TACKERS 


sold by 


Hardware 
and Lumber 
dealers... 

than all 
other brands 
combined! . 


NATIONALLY y 
ADVERTISED c“ 


All-Purpose 
STAPLE GUN 


Saves time and. labor 
on 1001 heavy duty 
staple-nailing jobs. 


Price: $12.50 





No. HT-50M 
Heavy Duty 
HAMMER TACKER 


Rapid nailing tool 
for roofers, insulators 
and other applicators. 


Price: $16.50 


No. JT-21 
Junior 
STAPLE GUN 


Price: $4.95 


For light duty tacking jobs. 
ideal for housewife. 


ARROW FASTENER CO., INC. ~ 
1 Junius Street « Brooklyn 12, N. Y. 
Pioneers and Pacesetters for Over @ Quarter Century 


CANADIAN REP WESTERN REP - 
Gorden Lightstone +. mM. Ooawis 
1180 St. Antoine Street 70 No. Rober Bivd., 
Montreal 3, Que. 


t . ston 
Beverly Hills, Colif. 








Want more facts? Circle 140, p. 35 
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quarters at Hotel Charlotte. Ses- 
sions and exhibit at Charlotte Mer- 
chandise Mart, Charlotte, N. C. 
Martin F. Kaelke, Box 6215 Char- 
lotte 7, N. C. 


Hardware Supply, Inc., Annual Dealer 
Show, Jan. 16-17, at company of- 
fices, 1570 Grant Blvd., Detroit 11, 
Mich. 


Hibbard, Spencer, Bartlett & Co., An- 
nual Convention of True Value, 
Auburn, Associated and Buhl Sons 
Co. Dealers, Jan. 21-23, at 2300 
Brummel Place, Evanston, Ill. 


Illinois Retail Hardware Assn. Con- 
vention, Feb. 18-20. Hotel Head- 
quarters and sessions at Pere Mar- 
quette Hotel, Peoria. William F. 
Ewert, 707 Merchandise Mart Plaza, 
Chicago 54. 


Indiana Retail Hardware Assn. Con- 
vention, Jan. 28-30. Hotel Head- 
quarters at Sheraton-Lincoln Hotel. 
Sessions and exhibit at Murat 
Temple, Indianapolis. W. J. Sheely, 
4120 N. Keystone, Indianapolis. 


Intermountain Assn. of Hardware & 
Implement Dealers Assn. Conven- 
tion, Jan. 28-30. Hotel Headquarters 
and sessions at Bonneville Hotel, 
Idaho Falls, Idaho. Leon L. Weeks, 
308 Bank of Idaho Bldg., Boise, 
Idaho. 


Iowa Retail Hardware Assn. Conven- 
tion, Feb. 11-14. Hotel Headquar- 
ters at Hotel Savery. Exhibit at 
Veterans Memorial Auditorium, Des 
Moines. Philip R. Jacobson, 520 W. 
35th St., Des Moines 12. 


Kentucky Retail Hardware Assn. Con- 
vention, Feb. 11-13, Hotel Head- 
quarters, sessions and exhibits at 
Kentucky Hotel, Louisville. Edward 
H. Keiley, 501 Republic Bldg., Lou- 
isville 2, secretary. 


Lee Hardware Co., Spring Market, 
Feb. 18-19, at company offices, 3210 
Hollywood Ave., Shreveport, La. 


Louisiana - Mississippi Retail Hard- 
ware Assn. Convention, Jan. 21-22. 
Hotel Headquarters, sessions and 
exhibit at the Capitol House, Baton 
Rouge, La. David O. Mansfield, Box 
1619, Jackson, Miss. 


Michigan Retail Hardware Assn. Con- 
vention, Feb. 18-20. Hotel Head- 
quarters and sessions at Jack-Tar. 
Exhibit at Lansing Civic Center, 
Lansing. Harold W. Shumacher, 
1916 Michigan National Tower, 
Lansing 8. 


Mountain States Hardware & Imple- 





sharp 

point 
for easy 
starting 


cup hooks 7 


ey Y patented 
tHe design 
ve prevents 


NOW ‘S2 tir 
AVAILABLE to 
HARDWARE 
JOBBERS 


Easier-working, faster 

selling . .. in volume 

these attractive rust-proof 

safety cup hooks are 

proven impulse sellers. Exclusive 
patented one-piece construction 
means no loose shoulders, easier 
working, surer grip. Attractively 
finished in 5 colors plus nickel 
or brass. 3 hooks to a card. 19¢ 
retail. Also in bulk, 100 per box, 
nickel or brass finish, 5¢ retail. 


Check GRC, “Hook H.Q.” for E-Z 
cup, utility, coat and 

winged shoulder hooks. 

Write today for prices, 

eatalog sheets. 


GRIES REPRODUCER CORP. 


World’s foremost producer of small die castings 
161 Beechwood Ave., New Rochelle, N.Y. © (914) NE 3-8608 
Exclusive Chain Store Distributor: 

41 Union Sa., N. Y. 8, N. Y. 


Want more facts? Circle 141, p. 35 


m Ste} tiie 
WRENCH 


Loosens Rusted Bolts, 


Works 
in 
seconds! / WEAN 
“il. Nijoautl 
oe 








OVER 22 MILLION 
NATIONAL MONTHLY 
ADS PRE-SELL IT 
FOR YOU! 


At Wholesalers Everywhere ! 


RADIATOR SPECIALTY CO. 
CHARLOTTE, NORTH CAROLINA 
Want more facts? Circle 142, p. 35 
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ment Assn. Convention, Jan. 23-25. 
Hotel Headquarters at Cosmopoli- 
tan Hotel, Denver, Colo. Francis W. 
Reich, Box 73, Boulder, Colo. 


Nebraska Retail Hardware Assn. Con- 
vention, Feb. 4-5. Hotel Headquar- 
ters and sessions at Cornhusker 
Hotel. Exhibit at Pershing Munici- 
pal Auditorium, Lincoln. Frank L. 
Turner, 303 Insurance Bldg., Lin- 
coln 8. 


New England Hardware Dealers 
Assn. Convention & Hardware & 
Housewares Show, Feb. 25-27. Hotel 
Headquarters and sessions at Stat- 
ler-Hilton Hotel. Exhibit at Stat- 
ler-Hilton and First Corps of Cadets 
Armory, Boston, Mass. Chester C. 
Putney, 665 Boylston St., Boston 16. 


New York State Retail Hardware 
Assn. Convention, Feb. 18-20. Hotel 
Headquarters and sessions at Man- 
ger Hotel. Exhibit at War Memo- 
rial, Rochester. Frank Capalino, 
Hills Bldg., Syracuse. 


Ohio Hardware Assn. Convention & 
Mid-America Hardware Show, Feb. 
4-7. Hotel Headquarters and ses- 
sions at Sheraton-Cleveland Hotel. 
Exhibit at Cleveland Public Audi- 
torium. John B. Conklin, 1540 W. 
5th Ave., Columbus 12. 


Oklahoma Hardware & Implement 
Assn. Convention, Jan. 26-28. Hotel 
Headquarters and sessions at Skir- 
vin Hotel. Exhibit at General Ex- 
hibits Bldg., State Fair Grounds, 
Oklahoma City. Tom J. Crooks, 
Corbyn Bldg., 2720 Classen Blvd., 
Oklahoma City 6. 


Our Own Hardware Co., Spring Con- 
vention, Feb. 11-14, at company of- 


fices, 618 N. Third St., Minneapolis 
40, Minn. 


Pacific Northwest Hardware & Imple- 
ment Dealers Assn. Convention, 
Jan. 21-23. Hotel Headquarters, 
sessions and exhibit at Multnomah 
Hotel, Portland, Ore. J. Malcolm 
Smith, 303 Empire State Bldg., 
Spokane 1, Wash. 


Pennsylvania & Atlantic Seaboard 
Hardware Assn. Convention, Jan. 
14-16. Hotel Headquarters, sessions 
and exhibit at Sheraton Hotel, Phil- 
adelphia. J. Wayne Tisdale, 3820 
Walnut St., Harrisburg, Pa. 


Piedmont Hardware Co., General Mer- 
chandise Trade Show, Jan. 24-25, at 
company offices, 554 Craghead St., 
Danville, Va. 


C. Y. Schelly & Bro., Inc., Allentown, 





How snap judgment 
pays off... 


STOCK AND SHOW 
ANCHOR BRAND SNAPS 


1 Anchor Brand quality is nationally known 
and accepted. It means dependability. 


way 
@\: 


2 Anchor Brand snaps provide a A anchor Brand snaps are pack- 
wide range of types and sizes. 


aged right. 


5 Anchor Brand snaps are sold 
through hardware wholesalers. 


3 Anchor Brand snaps offer a full 
margin of profit. 


A WIDE SELECTION 


No. 225 SNAP, 
Swivel Round Eye 
Cast Malleable Iron, 
Yo”, 5”, %”, Ve", _ 


No. 3142 SNAP, 
Swivel Eye 
Cast Malleable Iron, %4” 


No. 3141 SNAP, 
Round Eye 
Cast Malleable Iron, 34” 


No. 333 SNAP, 
Swivel Eye 
Cast Malleable tron 7%,” 


No. 231 SNAP, Bolt, 

¥e” eye, 3/2” length 
No. 229 SNAP, Bolt, No. 232 SNAP, Bolt, 
4” eye, 2%” length 2” eye, 4” length 
No. 230 SNAP, Bolt, No. 235 SNAP, Bolt, 
3m” eye, 344” length %” eye, 3%” length 


All Cast Malleable tron — No. 225, %4” and 
No. 235 also available in solid brass. 
Stock and show these ANCHOR BRAND SNAPS on your counter, 
in your windows. They suggest many uses... on chain, rope, web- 
bing, leather ...on the farm and ranch... around the house... for 
fishing and hunting gear. Order from your jobber today. 


nesivbiune 


Manufacturing Company 
New Britain 


No. 245 SNAP, Open Eye, 
Heavy Pattern 
2” eye, 5” length 
No. 240 SNAP, Open Eye, No. 250 SNAP, Open Eye, 
Heavy Pattern Heavy Pattern 
V2” eye, 414” length Se” eye, 51/2” length 


All Cast Malleable Iron 


Connecticut 


New York * Boston © Philadelphia * Atlanta * Jackson(Miss.) * West Palm Beach(Fia.) * Rochester(N.Y.) ° Pittsburgh 
Detroit * Chicago * Minneapolis * St. Louis * Dallas * Los Angeles * San Francisco « Seattle Montreal ¢ London 


Want more facts? Circle 143, p. 35 
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SEND FOR CATALOG, } 
DISPLAY INFORMATION & 
AND JOBBER’S NAME 


NAME 





TITLE 





COMPANY 





STREET 





CITY/STATE 





BIGOT 
IMPULSE ; 
VISE 
SELLER 








Free vise display hangs on peg 
board tool wall or stands on 
counter. Sells Simplex vises on 
sight for high profit. 


Simplex vises really move when i 
they’re shown on this eye-catch- 
ing merchandiser. Unit given i 
free with order of 5 Simplex 
| utility vises (V5 Deal). Sell the | 


high profit, fast turnover line. 


| Desmond : 
| Simplex | 


The Desmond-Stephan Mig. Co. 
Urbana, Ohio 


me foe Bee eo eae 
Want more facts? Circle 144, p. 35 
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Pa. Spring Merchandise Show, Feb. 
13-15, at Agricultural Exposition 
Bidg., Allentown, Pa., Fairgrounds. 


South Dakota Retail Hardware Assn. 
Convention, Jan. 22-23. Hotel Head- 
quarters and sessions at Sheraton- 
Cataract Hotel, Sioux Falls. Harris 
T. Benson, 2108 S. Western Ave., 
Sioux Falls. 


Southern Hardware Convention of the 
Southern Wholesale Hardware 
Assn. and the American Hardware 
Mfrs. Assn., April 15-18. Hotel 
Headquarters at the Statler-Hilton 
Hotel, Dallas, Texas. SWHA man- 
aging director, Ralph E. Kirby, 806 
Peachtree St., N.E., Atlanta 8, Ga. 
AHMA secretary, Arthur L. Faubel, 


342 Madison Ave., New York 17, | 


iy oF 


Southwest Hardware & Housewares | 


Show of Pacific Southwest Hard- 
ware Assn., Jan. 27-28. State Fair 
Grounds, Phoenix, Ariz. Otto H. 
Grigg, 1519 S. Garfield Ave., Los 
Angeles, Calif. 


Supplee-Biddle-Steltz Co., Merchan- 
dise Fair, Feb. 4-7, at company 
Merchandise Mart, 5th & Bristol 
Sts., Philadelphia, Pa. 


Tennessee Retail Hardware Assn. 
Convention, Feb. 4-5. Hotel Head- 
quarters and sessions at Dinkler- 
Andrew Jackson Hotel. Exhibit at 
Fairground Coliseum, Nashville. 
Rufus J. Parish, Box 784, Nashville. 


Texas Hardware & Implement Assn. 
Convention, Jan. 28-30. Hotel Head- 
quarters, sessions and exhibit at 
Statler-Hilton Hotel, Dallas, R. M. 
Souder, 1108 Gibraltar Life Bldg., 
Dallas 1. 


Hardware 
Assn. Convention, Feb. 11-12. Hotel 
Headquarters at Herring Hotel. 
Sessions and Exhibit at Commercial 
Exhibits Bldg., Tri-State Fair 
Grounds, Amarillo, Texas. R. B. 


Allen, 1409 Fourth Ave., Box 269, 


Canyon, Texas. 


United Hardware Distributing Co., 
Minneapolis, Annual Stockholders’ 
Meeting and Merchandise Show, 
Jan. 29-31, at Minneapolis Audito- 
rium, Minneapolis, Minn. 


Van Camp Hardware & Iron Co., In- 
dianapolis. Spring & Summer Mer- 
chandise Show, Jan. 23-24, at Ex- 
hibit Hall, Indiana Theater Bldg., 
Indianapolis. 


Virginia Retail Hardware Assn. Con- 
vention, Feb. 4-6. Hotel Headquar- 











= THE TRADE CALLS — 


- DYKEM 


STEEL BLUE 


~ 


aa 


raved 


2 
UT oon 


: —- one and 


— Templates) 


‘ss 


1] 


a .*s 
| } t, 3 = ~~ 
Soon ans 000 TUTTE 
osseetll 


Tithe 
| 


Hil 


| 


Popular package 8-oz. can fitted with = 
Bakelite cap holding soft-hair brush a 
for applying right at bench; metal sur- = 
face ready for layout in a few minutes. == 
The dark blue background makes the == 
scribed lines show up in sharp relief, 
prevents metal glare. Increases effi- 
ciency and accuracy. 


Write for full information 


THE DYKEM COMPANY 


Established 1920 








& Implement | 














* METAL 5-DRAWER CABINET 
* 1,000 SPRINGS (#1 to #100) 
* METAL DISPLAY with SPRINGS 





Want more facts? Circle 146, p. 35 





SEE THE 


BUYING CHECK 
LIST 


PAGE 30 











NEW—IMPROVED 


WOOD JOINERS 


Ask your jobber or write 


SUPERIOR FASTENER CORP. 


Want more facts? Circle 147, p. 35 











Convention Calendar 





ters, sessions and exhibit at Golden 
Triangle Motor Hotel, Norfolk. G. 
T. Omohundro, Jr., Box 206, Scotts- 
ville. 


Weed & Co., Buffalo, N. Y., Annual 
Dealer Trade Show, Jan. 7-9, at 
Statler-Hilton Hotel, Buffalo, N. Y. 


West Coast Hardware & Houseware 
Show of Pacific Southwest Hard- 
ware Assn., Feb. 25-27, at Great 
Western Exhibit Center, Los An- 
geles. Otto H. Grigg, 1519 S. Gar- 
field Ave., Los Angeles 22. 

Western Retail Implement & Hard- 
ware Assn. Convention, Feb. 18-20. 
Hotel Headquarters at Hotel Pres- 
ident. Sessions and exhibit at Mu- 
nicipal Auditorium, Kansas City, 
Mo. J. Keith Melvin, 638-40 W. 39th 
St., Kansas City 11, Mo. 


West Virginia Hardware Assn. Con- 
vention, Feb. 18-20. Hotel Head- 
quarters, sessions and exhibit at 
Chancellor Hotel, Parkersburg. 
Leonard Holdren, 1711 Covert St., 
Parkersburg. 


Western States Hardware, House- 
wares, Paint & Garden Supply 
Show, Sponsored by California Re- 


(Continued) 


tail Hardware Assn., Feb. 11-13. 
Hotel Headquarters and sessions at 
Del Webb’s Towne House. Exhibit 
at Brooks Exhibit Hall, Civic Cen- 
ter, San Francisco. Krueger B. 
Jacobsen, 122 Ninth St., San Fran- 
cisco. 


Wisco Hardware Co., Annual Mer- 
chandising School and Sales Show, 
Jan. 28-30, at company headquar- 
ters, 15 S. Brearly St., Madison, 
Wis. 


Wisconsin Retail Hardware Assn. 
Convention, Jan. 14-16. Hotel Head- 
quarters at Hotel Whiting. Sessions 
at Hardware Mutuals Auditorium. 
L. C. Wood, 200 Strongs Ave., 
Stevens Point. 


*“Sky-hooks”’ can help end 
a display space shortage 

Many a dealer finds display space 
at a premium in his store. This was 
the problem at Sunshine Paint & 
Hardware, 10146 S. Carmenita Rd.., 
Whittier, Calif. 


Logic dictated 


using unused 


There's 
store. 


space for dramatic, eye-catching 
displays, but seemingly all was in 
use already. 

Then someone’s eyes roved to- 
ward the ceiling—a big, blank area. 
Eureka! The solution! 

Now Sunshine’s ceiling is adorn- 
ed with arresting displays of bulky 
items such as watering cans, gar- 
bage buckets and wash tubs. The 
customer’s eye is caught in an up- 
ward glance. 

Many times, the dealer has found, 
sales of the ceiling displayed items 
have climbed in the same direction. 
All from using unused display 
space. 
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3 NEW ITEM 





MATCHWOOD 
RUST DISSOLVER 
E-POX-E FILLER 


IN (COURS... 


Your Favorite 
Fix-it Line! 


Order from your jobber or write 


THE WOODHILL CHEMICAL CORPORATION 


Originators and World's Largest Manufacturers of Plastic Metals 


1390 East 34th Street 

















Cleveland 14, Ohio 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
Want more facts? Circle 148, p. 35 





Want more facts? Circle 149, p. 35 

















CHANGES 


New products and new trade names are constantly 
being added to the listings for the next Directory 
Number of HARDWARE AGE °* Therefore, if you do 
not find in the current issue of the Directory Num- 
ber the product you are interested in, write to the 
“Who Makes It” Editor. He'll be glad to serve you. 


HARDWARE AGE 


Chestnut & 56th Sts. Phila. 39, Pa. 








NOW! stanic gun 
for only 4.95 


With Exclusive Push-button Loading 
and Built-in Staple Extractor. p> 


Here’s the fastest selling staple gun on the 

market today. Designed especially for home 

use. Staple sizes 44", %4'’. Nationally advertised. 
Immediate shipments—no wait, no delays. Order today. 


- = ® 
Swinglmne: INC., Long istand City 1, New York 





Want more facts? Circle 150, p. 35 
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PACKAGING 


Functional, attractive, soil resistant—Republic 
Fastener Packaging saves you time and money 
by simplifying stocking and handling. The 
inverted package design—top of the box fits 
inside the bottom—prevents spilling. It sets 
up as a storage bin, or handy, self-service 
display. Easy-to-read label stays right side up. 
A special surface coating helps keep the 
package neat and clean. 


i 
£ 


CARRIAGE BOLTS 


POINT-OF-SALE 


This colorful, self-service counter tray makes 
an eye-catching display for Republic NYLOK® 
Nuts. The unit takes only half a square foot of 
counter space, illustrates typical uses for these 
vibration-proof, self-locking nuts. 

Suggest higher-profit NYLOK Nuts, rather 
than conventional fasteners, for use in repairing 
toys, lawnmowers, automobiles, and for home, 
shop and farm use. The counter tray, complete 
with 150 NYLOK Nuts in six popular sizes, is 
available from your Republic Distributor. 


PRODUCT FEATURES 


New BRITE-GARD protective finish — standard, 
no-extra-cost feature on all Republic Electro- 
Zinc Plated Fasteners—helps you make more 
profits by adding sales appeal. With BRITE- 
GARD, bolts and nuts stay sparkling bright, 
fresh, and new looking. No danger of storage 
discoloration. 


Another basic Republic fastener feature is 
precision threading. Clean-threaded bolts and 
free-running nuts show your customers that 
you sell quality merchandise. Your Republic 
Distributor carries complete stocks of Republic 
Fasteners. Give him a call for fast delivery. 





PACKAGING, POINT-OF-SALE, 
PRODUCT FEATURES... 


ey 


This STEELMARK of the 
American Steel Industry 
tells you a product is 
made of Steel. Look for 
it when you buy. Place it 
on the products you sell. 


All planned to boost your fastener profits 


Sell Republic Bolts and Nuts and you get profit-building features you 
can hang your hat on—#ime savers like modern, functional packaging, 
attention getters like the NYLOK Nut point-of-sale counter tray, 
customer pleasers like BRITE-GARD* protective finish. 


You get the kind of fastener quality that brings repeat sales, too. 
Quality that must meet Republic’s high standards every step of the 
way—from iron ore to finished product. And you get a complete 
selection—more than 20,000 types and sizes of Republic Fasteners 
to fill every customer requirement. 


Good reasons to stock and sell the profitable line of Republic 
Fasteners. They are available through your Republic Distributor, 


who is at your service with a complete line of Republic Hardware 


Pr oducts. Included are. *Registered Trademark of Republic Steel Corporation 


BOLTS AND NUTS ¢ PLASTIC PIPE ¢ STEEL PIPE 
ROOF DRAINAGE PRODUCTS e¢ NAILS AND STAPLES 


a=) 
REPUBLIC STEEL 
Quality Supplies... Quality Suppliers 
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REPUBLIC STEEL CORPORATION 
DEPT. HA-2192R 
1441 REPUBLIC BUILDING + CLEVELAND 1, OHIO 


Please send more information on: 

©) Flexible Plastic Pipe Type FE® OC) Steel Pipe 

(1) Semi-Rigid Plastic Pipe Type SRK® C) Bolts and Nuts 

C) Roof Drainage Products 0) Nails and Staples 
CO) NYLOK Nut Counter Tray 


Name 





Company 





Address 





City Zone State 
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Hows the Hardware Business? 





New package insurance policy offers 
storeowners multiple coverage 


Hardware dealers now may buy 
complete insurance coverage for 
their stores in a simplified pack- 
age policy that lumps a number of 
types of coverage in one policy. 

The plan also includes a month- 
ly budget premium plan. The 
whole package costs less than the 
same coverage obtained through 
separate policies. 

Although no new kind of cover- 
age is offered, the blanket cover- 
age simplifies the storeowner’s 
purchases of insurance and makes 
it easier to pay monthly, if he 
wishes, on one cover-all policy. 

At least two insurance com- 
panies are now offering this mul- 
tiple package insurance. Probably 
more companies will be getting 
into the field soon. The policies 
may differ in some particulars, but 
basically they offer similar cover- 
age. 


There are options also 


Policies provide for loss of stock 
and improvements, losses due to 
business interruption, storeown- 
er’s liability, vandalism and ma- 
licious mischief, etc. Under the 
several policies such options as 
burglary and robbery, water dam- 
age from plumbing and heating 
systems, transportation coverage 
and the like also are available. 

Advertisements by one company 
lists several advantages over ob- 
taining the same coverage through 
several policies. Advantages in- 
clude savings up to 15 percent 
over equivalent coverage with sev- 
eral policies; major insurance 
needs in a single policy; broad 
physical damage coverage: ex- 
panded liability protection, and 
optional coverage benefits, if de- 
sired. 

The spokesman for one company 
offering this type of policy, Trav- 
elers Insurance, said it feels this 
policy solves a basic problem fac- 
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ing storeowners who have pre- 
viously had to purchase separate 
policies for such coverage. Under 
this new plan, he said, dealers 
can lump all their insurance needs 
with one company, through one 
agent and financed under one 
monthly premium budget plan. 


Where you get a policy 


The Travelers “Storeowners 
Policy” now is available in 25 
states, with plans to extend it to 
other sections of the country as 
soon as possible. 

Centennial Insurance Co. intro- 
duced a similar policy more than 
a year ago. The basic policy in- 
cluded such perils as fire, physi- 
cal injury resulting from collapse 
due to the weight of snow, ice or 
sleet. 

This policy, too, can include 
burglary and robbery protection 
and coverage away from the prem- 
ises. Even instalment sales may be 
insured under this Retailer’s Safe- 
guard policy, as well as parcel 
post shipments. The latter feature 
is unusual in that most companies 
require a separate floater to insure 
parcel post packages. 


Budget payments available 


Retailers will find considerable 
convenience with this kind of pol- 
icy in addition to the monetary 
savings. It eliminates duplication. 
Handling costs are reduced in the 
blanket coverage type arrange- 
ment and additional options can 
provide a retailer with the secur- 
ity it normally would require sev- 
eral policies to provide. 

Budget premium payments on 
monthly or other terms add to the 
policy’s attractions when insur- 
ance amounts to a considerable 
portion of a storeowner’s expendi- 
tures. 

Dealers interested may check 
with representatives of either of 


the companies mentioned or they 
may call an insurance broker who 
will be able to tell them if similar 
policies are available from other 
companies writing in their own 
states. 


Consent order signed by 
Korvette on suit ads 


E. J. Korvette, Inc., a discount 
chain operating in the northeastern 
section of the U. S., has signed an 
FTC consent order in which it 
agreed to discontinue deceptive ad- 
vertising practices. 

Last January the FTC issued a 
formal complaint against the dis- 
count chain and several other firms. 
The complaint charged them with 
unfair and deceptive acts and prac- 
tices and unfair methods of com- 
petition in commerce. 

The complaint grew out of a 
series of ads Korvette published in 
newspapers throughout its dis- 
tribution area in 1959. The ads 
listed men’s wear from exclusive 
West Coast men’s shops at dras- 
tically reduced prices. 

An investigation by FTC re- 
vealed that Korvette initially had 
made arrangements with three re- 
tailers in Beverly Hills, Palm 
Springs, and Las Vegas to buy 
some men’s clothing for resale 
with the retailers’ permission to 
advertise where they came from. 
The clothing retained the original 
retailers’ labels and names. 

Later, continued the FTC, Kor- 
vette made separate arrangements 
with several manufacturers and 
bought from them substantial quan- 
tities of apparel. Korvette selected 
the types, sizes, styles and quanti- 
ties. The discount firm also sup- 
plied the manufacturers with labels 
bearing the trade-marks of the 
three retailers named in the com- 
plaint. 

Ads later appeared in which Kor- 
vette headlined such claims as 
“From Palm Springs, California, 
Millionaires’ Menswear Sale! You 
see the Original Labels and Price 
Tickets from Exclusive Ray’s of 
Palm Springs! You get this Luxury 
Apparel at Sensational Korvette 
Savings!” 

FTC stated Korvette’s ad state- 
ments were false, misleading and 
deceptive on three counts: (1) ex- 





cept for a small quantity of mer- 
chandise purchased directly from 
the West Coast retailers, all the 
clothing offered for sale was bought 
directly from the manufacturers; 
(2) this merchandise had never 
been stocked and offered for sale 
by the retailers whose labels were 
sewn into the clothing and there- 
fore the amounts designated as the 
“Original Prices” of these retailers 
were never applicable to this cloth- 
ing; (3) purchasers of this cloth- 
ing were not afforded savings equal 
to the differences between the 
higher and lower prices listed in 
the ads. 

In November this year, E. J. 
Korvette, Inc., and 10 other firms 
signed an FTC consent order agree- 
ing not to continue the misleading 
practices and unfair methods of 
competition. By signing the consent 
order, these firms do not, however, 
concede any violation of the law. 


FTC issues complaints 
on “‘wholesale”’ prices 


The Federal Trade Commission 
is cracking down on firms selling 
merchandise to retail customers at 
prices which are fictitiously la- 
beled “‘wholesale.” 

The FTC recently charged three 
concerns with misrepresenting 
their selling prices as wholesale 
prices in catalogs and advertising 
materials sent to customers. The 
charge arises from the firms’ list- 
ing of two prices with merchan- 
dise, one labeled wholesale, the 
other retail. 

The FTC charged that both 
prices were fictitiously high, and 
consumers who were led to believe 
they were purchasing items at 
wholesale prices were not actually 
doing so. 


Pierce & Stevens offers 
course in wood finishing 


Pierce & Stevens Chemical! 
Corp., Buffalo, N. Y., is offering 
dealers a correspondence course 
in natural wood finishing. 

Course is free, open to all hard- 
ware, paint, lumber and building 
supply dealers and their clerks. 
Lessons include: advantages and 
disadvantages of natural wood fin- 
ishes and products used in and re- 


lated to natural wood finishing; 
types and kinds of woods and wood 
products; surface preparation; 
staining, priming and filling; selec- 
tion and application of finishes; and 
a review with hints on promoting 
sales of products involved in nat- 
ural wood finishing. 








Promotions 
Manufacturers’ New 
Promotion Plans 


Kenner plans to double 
TV coverage this spring 


Kenner Products Co., Cincinnati, 
plans to double its TV expenditures 
this coming spring, compared to 
last spring’s outlay. 

Starting in January, Kenner will 
use an average of 30 one-minute 
commercials per product line in 
about 40 major markets. Lines to 
be promoted include: Sparkle 
Paints, Presto-Sparkle Paints, Pop- 
eye Presto Paints, Doozies, Give-A- 
Show Projectors, Play-A- Tune, 
Girder & Panel sets, Bridge & 
Turnpike sets. 

Kenner also plans to repeat its 
$15,000 Popeye Painting Contest 
for children next spring. Prizes 
will be awarded on both national 
and local levels. 


Myers sponsors contest 
for dealers, wholesalers 


F. E. Myers & Bro. Co., Ashland, 
Ohio, is sponsoring a sales pro- 
motion contest with bonus prizes 
for dealers and wholesaler sales- 
men. 

The campaign is called Sell Up, 
Dress Up, and is being conducted 
through Feb. 28, 1962. 

Dealers will be given certifi- 
cates for each Myers pump or 
water conditioner sold. The cer- 
tificates can be redeemed for 


. clothing including shirts, pants, 


caps, unionalls, shop coats and 
jackets. Each article of clothing 
is exchanged for a specified num- 
ber of certificates ranging from 
two to 18. 

Wholesaler salesmen will re- 
ceive a quality white dress shirt 
for every 10 pumps or conditioners 
sold to dealers during the promo- 
tion. 








Consumer Mailers 
New Wholesalers’ Aids 


for Dealers’ Use 


Ace offers 3 circulars 
for holiday promotions 


Ace Hardware Corp., wholesaler 
in Chicago, is offering three mailers 
for Christmas promotions. 

A 32-page Toys “N” Gifts mailer 
(shown) is printed in three colors, 
features toys and sporting goods, 
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TOYS "N”’ 


ACE HARDWARE 
4742 BROADWAY 


PRORE LE. | .48°R aE 
gift housewares items, tools for the 
home craftsman, holiday decoration 
accessories. 

The tabloid-size 8-page circulars 
are also offered. Both are printed 
in two colors, and are designed to 
build holiday traffic. The Toy-Ville 
Special mailer has many economy- 
priced toys and games, features 
four coupon items. The Happy 
Holidays Sale mailer features pre- 
Christmas bargains in housewares, 
sporting goods and fix-up items. It 
also has five coupon specials. 

Dealers using the promotion 
pieces were also offered ad mat 
service, banners, price cards and 
store merchandising aids. 


Manufacturers expand, 
move to new facilities 


Presstite Div., American-Mari- 
etta Co., Chicago—plans to build a 
plant in Georgetown, Ontario, Can- 
ada, to manufacture the full Press- 
tite line of products. 

Southland Mower Co., Selma, 
Ala.—has begun construction of a 
100,000 sq ft plant that will triple 
Southland’s production capacity. 
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killers that 


back with 
COMPLAINTS 


...have these features you can talk 
about...and be 100% truthful 


DACTHAL is the sure-to-kill ingredient in the DACTHAL herbicide is safe-——doesn’t poison pets — 
g best brands of crabgrass killers. g doesn’t sterilize the soil— doesn’t harm the hands. 


DACTHAL kills crabgrass seeds in the early 


suvhnin nts Uiner epeeia DACTHAL will be widely publicized and advertised 
e ‘ ‘ ’ 


g before the season starts. Crabgrass killers contain- 

DacTHAL is the crabgrass-killer ingredient ing it and showing the emblem on the package will 

, proved 95 to 100% effective on the first applica- be the best sellers. Stock the right kind. Don’t 

tion. (Certified by university and government get stuck with the wrong kind. When you order, 
experiments stations from coast to coast.) ask, ‘“‘Does it contain DACTHAL?”’ 


What your customers will be asking is, “‘Does this 
crabgrass killer contain DACTHAL?”’ 


CONTAINS 


DACTHAL® @) viamona Chemicals 


Diamond Alkali Company, Cleveland 14, Ohio 


DACTHAL is a registered trademark of Diamond Alkali Co. 
Want more facts? Circle 152, p. 35 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 35 


(Continued from page 48) 


side. Comes free with initial order 
for the locksets. National Hard- 
ware Co., Dept. HA, Ozone Park, 
New York. 


Item 50 
Display-boxed door closers 


Shelby now offers its door closers 
in attractive boxes for display. Box 
is designed to take a minimum of 
counter space. Printing is in black, 
yellow, and red. Directions for in- 
stallation and adjustment are 
clearly printed on two sides of box. 
Other two sides have illustration of 
closer and copy keyed to impulse 
sales. Shelby Spring Hinge Co., 
Dept. HA, Shelby, Ohio. 


Item 51 
Improved needle file line 


American-Swiss needle files now 
have a new plastic handle that pro- 
tects a filer’s hand. Its larger, 
ribbed handle won’t slip and cut or 
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scratch users hand. Comes in a set 
of 12 different shapes in a handy 
plastic kit. Simonds Saw & Steel 
Co., Dept. HA, 470 Main St., Fitch- 
burg, Mass. 


Item 52 
Blister-packed epoxy glue 


Weldwood epoxy glue kits come 
on carded blister pack for impulse 
sales. Formulation of resin allows 
users up to 25 percent error in mix- 
ing and still obtain good results. 
Kit includes resin, hardener, plastic 


ps : Pe ne 
GMITED STATES PLIWORS 





mixing and applicating rod. Retail 
price is 89¢. United States Ply- 
wood Corp., Dept. HA, 55 W. 44th 
St., New York 36, N. Y. 


Item 53 
Aluminum wall ladders 


Shaf’s Stand-Up aluminum wall 
ladders are for use in stores, stock 
rooms, warehouses, and by mainte- 
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nance men. Ladders feature no-slip 
serrated steps, rubber feet, treaded 
top, 3-in. steps and rails, reinforced 


step braces. Comes in 5, 6 and 8-ft 
sizes. Shaf Mfg. Co., Dept. HA, 
1021 New Market St., Philadelphia, 
Pa. 


Item 54 
Spill-proof gasoline can 

This Spil-Pruf gas can minimizes 
dangers in filling gas tanks. Spout 
is made of high impact plastic and 
stainless steel, has an automatic 
shut-off valve with a fine mesh 
brass filter screen. No liquid flows 


until spout is inserted into tank. 
When gas level in tank reaches 
spout, gas flow is immediately cut 
off. Edward Can Co., Dept. HA, 
6260 N. Northwest Hwy., Chicago 
$1, iu. 


Item 55 
Two-color glue display 

Here’s a two-color display that 
holds twelve 114-0z units of Elmer’s 
Glue-All. Display can be used on 


counters or hung from wallboard. 
Stands 12-in. high, 9-in. wide, and 


614-in. deep. Comes as standard 
package for single and multiple 12- 
unit orders. Borden Chemical Co.., 
Dept. HA, 350 Madison Ave., New 
York 17, N. Y. 





NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 35 for your copy 


ITEM 81—MAIL, CHUTE CATALOG 
Features American Device line of 
thru-the-wall mail chutes, thru-the- 
door letterbox sets and surface 
mounted mail boxes. Included are 
product illustrations, specifications, 
installation drawings, prices and 
terms of sale. American Device 
Mfg. Co., Dept. HA, P. O. Bow 8, 
Steeleville, Ill. 


ITEM 82—-AEROSOL PAINTS CATALOG 
—This 12-page, 5-color catalog 
gives pictures, descriptions and 
prices on Krylon’s complete line of 
aerosol spray paints and protective 
coatings. Also included is a variety 
of products for radio, television, 
graphic arts, marine, etc., and such 
merchandising aids as display 
racks, ad mats and point-of-sale dis- 
play cards. Krylon, Inc., Dept. HA, 
Norristown, Pa. 


ITEM 83—OUTDOOR FURNITURE CAT- 
ALOG—Depicts the completely rede- 
signed Hampden line of outdoor and 
casual folding furniture for 1962. 
The 12-page, 4-color catalog pic- 
tures and describes such items as 
the new Viny! tubing group, deluxe 
webbing group, and the Redwood 
’n Aluminum group. Hampden Spe- 
cialty Products Corp., Dept. HA, 
259 Fifth Ave., New York, N. Y. 


ITEM 84—PAINTING TOOLS CATALOG 
—This 32-page, 4-color catalog il- 
lustrates and describes Hyde’s com- 
plete line of paint and wallpapering 
tools, and packaging. A supplement 
which accompanies the catalog pic- 
tures and describes fixtures avail- 
able. Several lines of putty knives, 
wall scrapers, dry wall joint knives 
and paint and wood scrapers are 
shown in addition to electric paint 
remover and spray painters. Hyde 
Mfg. Co., Dept. HA, Southbridge, 
Mass. 


ITEM 85—FARM AND STOCK EQUIP- 
MENT CATALOG — Contains descrip- 
tions of each product, including 
prices, discounts, ordering instruc- 
tions, shipping and postal informa- 


tion. Many new products are 
shown. A 3-page alphabetical index 
is included in the 84-page book. 
California Stockmen’s Supply Co., 
Dept. HA, Box 3103, San Francisco 
19, Calif. 


ITEM 86—GARDEN HOSE CATALOG 
Provides full details on the com- 
plete line of Swan rubber and viny! 
garden hose. Twenty-one models, 
12 in plastic and nine in rubber, 
are shown in full color illustrations. 
The Swan all-plastic grass stop is 
also featured. Retail prices for 
each model, information on colors, 
size, packaging, shipping unit and 
weight is provided. Swan Rubber 
Co., Dept. HA, Bucyrus, Ohio. 


ITEM 87—LAWN MOWER, TILLER 
CATALOG—The 20-page 1962 Turf- 
master catalog is in full color and 
gives complete details and specifica- 
tions. Every rotary mower, reel 
type mower, hand mower and riding 
mower is featured. In addition, the 
Tiller line is also illustrated. Diulle 
& McGuire Mfg. Co., Dept HA, 
Richmond, Ind. 


ITEM 88—  PRICE- MARKING LABEL 
SHEET—Describes the advantages 
of Avery’s Kum-Kleen price mark- 
ing labels. Sheet points out choice 
of sizes, shapes and types available 
including both stock labels and cus- 
tom-made pressure sensitive labels. 
Avery Label Co., Dept. HA, 1616 
S. California Ave., Monrovia, Calif. 


ITEM 89—GARDEN TOOL CATALOG— 
Disston’s 1962 Garden Tool Catalog 
gives complete details on the Diss- 
ton and Challenger lines. Also 
shows the newest addition to the 
line, a folding garden cart with 
a capacity of 3% cubic feet. Com- 
plete specifications and shipping in- 
formation is provided. Disston Div., 
H. K. Porter Co., Inc., Dept. HA, 
Porter Bldg., Pittsburgh 19, Pa. 


ITEM 90— HARDWARE AND PAINT 
SPECIALTIES CATALOG—Features 
hundreds of hardware and paint 


specialties. Some of the products 
illustrated include putty knives, 
scrapers, linoleum knives and paste 
spreaders, sanding tools, etc. Price 
lists are bound in the back for 
ready reference. Howard Hardware 
Products, Inc., Dept. HA, 264 Eliza- 
beth Ave., Newark 8, N. J. 


ITEM 91—CAMPING TENTS FOLDER— 
Contains pictures and information 
on the Nimrod 1962 line of camping 
tents. Included is the Outside frame 
tents which does not require center 
poles. Nimrod Special Products 
Div., Ward Mfg. Co., Dept. HA, 
2530 Spring Grove Ave., Cincinnati 
14, Ohio. 


ITEM 92—FISHING TACKLE CATALOG 
—Shakespeare’s 1962 Trade Price 
List Catalog presents fishing tackle 
in full color. The 40-page book con- 
tains all 1962 products presented 
pictorially in sections with descrip- 
tions and list prices. Shakespeare 
Co., Dept. HA, 241 E. Kalamazoo 
Ave., Kalamazoo 2, Mich. 


ITEM 93— ELECTRICAL PRODUCTS 
CATALOG — A 156- page, full-color 
catalog showing Emerson’s full line 
of builder products, including new 
products introduced during the past 
year. Dimensional] data and order- 
ing information is given along with 
prices for each item. Emerson Elec- 
tric, Dept. HA, 8100 Florissant, St. 
Lowis 36, Mo. 


ITEM 94—CHAIN INSTALLATION 
FOLDER—Illustrates six easy steps 
in the proper installation of tire 
chains for hand-out to customers. 
Has clear illustrations keyed to in- 
stallation instructions. McKay Co.., 
Dept. HA, 1005 Liberty Ave., Pitts- 
burgh 22, Pa. 


ITEM 95—POWER MOWER CATALOG— 
Pennsylvania’s 1962 line of power 
mowers are illustrated in full color 
in this 12-page catalog, No. DH- 
184. Features 18, 21 and 24-in. de- 
luxe reel power mowers; 18, 20 and 
22-in. deluxe and standard rotary 
mowers; two 24-in. riding mowers. 
Also shows 16 and 18-in. Great 
American hand mowers, Penna- 
Lawn 16 in. and Penette 14 and 
16-in. mowers, and trimmer and 
edger. Pennsylvania Power Mower 
Div., American Chain & Cable Co., 
Dept. HA, Stevens Lane, Exeter, 
Pa. 
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News About Dealers: N. C. Dealer Leases 
Modern Building; Wisconsin Store Expands 





Lexington, N. C.—Farm- 
ers Hardware has leased a 
modern uptown building and 
has begun renovating and 
placing of additional equip- 
ment. The new site includes 
a parking lot. 


Orfordville, Wis. — Victor 
Long has purchased a beauty 
salon building next door to 
his hardware store. He in- 
tends to raze the salon and 
expand his store with a new 
one-story building. 


Lawton, Okla.—J. B. Mc- 
Knight, who operated a hard- 
ware store in Cement, Okla., 
for 17 years, has purchased 
Masters Hardware & Appli- 
ance store. 


Anchorage, Alaska — Mt. 
View Hardware, one of two 
hardware stores owned by 
Jay Mueller, has been sold 
to J. Oliver Dawson. Daw- 
son formerly operated a 
hardware store in Dilling- 
ham. 





Hochanadel Is Elected 
To Royal Electric Post 


Paul J. Hochanadel has 
been elected vice-president- 
director of marketing for 
Royal Electric Corp. 

Mr. Hochanadel had been 


PAUL J. HOCHANADEL 


with General Electric Co. for 
14 years in various market- 
ing capacities. 


Sump Pump Mfrs. Assn. 
Elects New Officers 


Robert F. Zoeller, Zoeller 
Co., Louisville, was elected 
president of the Sump Pump 
Mfrs. Assn., at a recent meet- 
ing of the directors in Chi- 
cago. He succeeds W. G. 
Mason of Triangle Mfg. Co., 
Detroit. 

Howard B. Strohmaier, 
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vice-president and sales man- 
ager of Penberthy Mfg. Co., 
Dayton, Ohio, was elected 
vice-president. 

Louis Wozar, president of 
Tait Mfg. Co., Dayton, was 
elected secretary-treasurer. 


Mullins Mfg. Acquires 
Youngstown Kitchen 


The newly-formed Mullins 
Mfg. Corp., Warren, Ohio, 
has acquired the Youngstown 
Kitchen Div. of American 
Radiator and Standard Sani- 
tary Corp. 

The Warren plant pro- 
duces the Youngstown line of 
kitchen cabinets, dishwashers 
and related items. Harry 
Howell will continue as vice- 
president in charge of sales. 


Iron & Hardware Assn. 
Plans January Banquet 


The 69th annual banquet 
of the New England Iron & 
Hardware Assn. will be held 
Tuesday, Jan. 16, at ihe 
Sheraton Plaza Hotel, Boston. 

The day’s events will in- 
clude luncheon meetings at 
12:30 p. m. of the Shelf 
Hardware Group and the In- 
dustrial Supply Group, a re- 
ception and cocktails at 5:30 
p. m., followed by the ban- 
quet at 7 p. m. 


14, 1961 


Stratton Is Elected 
To New Wear-Ever Post 


D. E. Stratton has been 
elected vice-president of 
Wear-Ever Aluminum, Inc., 
New Kensington, Pa. Mr. 
Stratton’s post was recently 


D. E. STRATTON 


created to supervise the 
firm’s specialty, Cuteo cut- 
lery, Westmoreland _table- 
ware and Alcoa Wrap divi- 
sions. 

Mr. Stratton joined the 
firm in 1927 as a specialty 
sales supervisor. 

B. E. Hiles, sales vice- 
president since 1958, will 
continue to direct the house- 
wares, food service equip- 
ment, and Kensington divi- 
sions of the company. 


Ekco Elects Graham 
To Housewares Post 


Hilliard S. Graham has 
been elected merchandising 
vice - president, Housewares 


HILLIARD 8S. GRAHAM 


Div., Ekco Products Co. 
Chicago. 

Mr. Graham has been in 
various phases of housewares 
merchandising for 14 years, 
most recently as sales pro- 
motion manager for an Ekco 
distributor, and as vice-presi- 
dent and merchandising di- 
rector of Erwin Wasey, 
Ruthrauff & Ryan, Inc., ad- 


vertising agency. 


H. W. Ocetjen to Fill 
Pendelton's New Post 


H. W. Oecetjen has been 
named to the newly created 
position of vice-president and 
general domestic sales man- 


H. W. OETJEN 


ager for Pendelton Tool In- 
dustries, Inc., Los Angeles. 

Mr. Oetjen has been with 
the firm since 1951. He was 
director of research and de- 
velopment, national sales 
manager of Proto Tool Div., 
western regional sales man- 
ager, and vice-president of 
automotive and _ industrial 
sales. 


Moore to Head Sales 
of Landers Housewares 
Ralph F. Moore has been 


named sales manager for the 
newly organized Housewares 
Division of Landers, Frary 
& Clark. 

Mr. Moore has been with 
the company the past 16 
years in sales and market- 
ing capacities. 
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A. R. Bailey Elected 
Head of Crescent Tool 


Alaric R. Bailey has been 
elected president of Crescent 
Tool Co., a division of Cres- 


A. R. BAILEY 


cent Niagara Corp., Buffalo. 
Crescent Tool is in James- 
town, N. Y. 

Mr. Bailey was president 
of Automatic Voting Machine 


Corp., Jamestown, until it 
was acquired by Rockwell 
Mfg. Co., Pittsburgh, in 1958. 
He then became a vice-presi- 
dent of Rockwell and re- 
mained as general manager 
of Automatic Voting Ma- 
chine until assuming the 
presidency of Crescent Tool. 


Supplee Will Handle 
Dreisbach's Inventory 


Supplee-Biddle-Steltz Co., 
Philadelphia wholesaler, will 
dispose of inventory of 
C. Dreisbach & Sons, 87-year- 
old Lewisburg, Pa., whole- 
sale firm which is discontinu- 
ing business. 

Three of Dreisbach’s sales- 
men, Roy Maurer, Charles B. 
Snyder and Donald Beaver, 
joined Supplee’s staff. They 
will continue to cover their 
former territories. 





Paint Assn. Elects LeMaster President; 


Burton P. LeMaster has 
been elected president, Retail 
Paint and Wallpaper Distri- 
butors of America, succeed- 
ing former president, W. R. 
Secter. Mr. LeMaster owns 
Frontier Paint and Wall- 
paper Co., Denver, Colo. 

In accepting the presidency 
at RPWDA’s 14th national 
Convention and Trade Show 
at Detroit on Nov. 20, Mr. 
LeMaster called on dealers to 
have the courage to employ 
new methods. 

“We need,” the new presi- 
dent said, “a willingness and 
adaptability to change from 
the old ways of doing 
things.” 

Other officers elected: 
Thomas C. Sullivan, Jr., Sul- 
livan Paint Co., Arcadia, 
Calif., vice-president; Evest 
Broussard, Broussard Paint 
and Wallpaper Co., Baton 
Rouge, La., treasurer. 

Newly-elected members of 
the board of directors are: 

Arthur Stein, Stein Paint 


He Calls For “‘A Willingness To Change”’ 


BURTON P. LEMASTER 


Co., Miami, Fla.; William 
Cash, Kelly Paint Co., De- 
troit; Paul M. Wilson, Wil- 
son-Geyer Co., Jackson, 
Miss.; A. Hazard, Richmond 
Paint Mart, San Francisco; 
and Burton Savitt, Savitt 
Bros., Inc., Minneapolis. 
Also elected at Detroit was 
ack R. Dauner, executive 
vice-president and chief ad- 
ministration officer of the 
association. 


“A Record Housewares Show Set—Pacesetter 


For $6 Billion Sales In 62,” Says Assn. 


“Almost 1000 exhibitors 
will show a record attend- 
ance more housewares than 
ever before at the January 
Housewares show,” says 
Dolph Zapfel, secretary, Na- 
tional Housewares Manufac- 
turers Assn. 

“The show Will be the pace- 
setter for big business—more 
than $6 biltion in retail 





J.P. Parker to Head 
American Thermos Co. 


John P. Parker has been ap- 
pointed president and a di- 
rector of American Thermos 
Products Co., Norwich, Conn.., 


JOHN P. PARKER 


a wholly-owned subsidiary of 
King-Seely Thermos Co., Ann 
Arbor, Mich. 

Mr. Parker was president 
and general manager of 
Canadian Thermos Products 
Ltd., Toronto subsidiary of 
American Thermos. 


Bostwick-Braun Joins 
Pro Distributor Group 


Bostwick - Braun Co., To- 
ledo, Ohio, has joined the 
Pro Hardware Distributors 
group. 

Bostwick will be shortly in- 
troducing the Pro Profit- 
maker Program to its dealers. 
The firm, founded in 1855, 
travels approximately 90 
salesmen. 


housewares sales next year,” 
the secretary says. 

A record 988 exhibitors 
will show nearly 200,000 
products to an expected rec- 
ord of 35,000 industry repre- 
sentatives from ’round the 
world. The show runs Jan. 
15-19 at Chicago’s McCor- 
mick Place. 

In a special pre-show sur- 
vey made by NHMA, it was 
learned that a big majority 
of buyers and manufacturers 
posted equal or better sales 
for the first three quarters 
of 1961 in comparison to the 
same period last year. Most 
of these survey respondents 
expect the year to end up 
strong, setting the stage for 
a most successful show. 

Advance show registra- 
tions, indicating a record at- 
tendance thus far, are still 
being accepted. Write: Na- 
tional Housewares Manufac- 
turers Assn., 1130 Merchan- 
dise Mart, Chicago 54. 





Howard Nusbaum Closes 
52 Yr Hardware Career 


Howard H. Nusbaum, ex- 
ecutive vice-president of 
Bostwick-Braun Co., Toledo 
wholesaler, will retire at the 
end of the year. 

This brings to an end a 
52% year hardware career 
with Bostwick-Braun. 

Mr. Nusbaum joined the 
firm June 25, 1909, as an 
order clerk. Then he became 
a salesman. In 1920 he re- 
turned to the home office as 
housewares and electrical 
buyer. 

His corporate duties be- 
gan in 1925 when he was 
elected a director. He was 
elected a vice-president in 
1938, and executive vice- 
president in 1944. 

After retirement his ad- 
dress will be 2970 Valley- 
view Dr., Ottawa Hills, To- 
ledo 15, Ohio. 
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= News of the Trade 


Kingsley Holds Its First Dealer Show 


% fae! —_ 
ae is 2 
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Dealers attending the first Annual Dealer Show of L. J. Kingsley 
Co., wholesaler in Binghamton, N. Y., took home more than 60 
booth and door prizes with a retail value of more than $2000. 
Homer's General Store, Masonville, N. Y., won the first prize cash 
award of $250. Second cash prize, $125, was won by Davidson 
Holman Corp., Bainbridge, N. Y. More than 600 dealers and per- 





Crescent Co. Realigns 
its Executive Staff 


A substantial interest in 
the Crescent Co., Pawtucket, 
R. 1., wire and cable manu- 
facturer, has been acquired 
by Max Alperin and Robert 
A. Riesman, former chief ex- 
ecutives of the Royal Elec- 
tric Corp. 

Crescent Co., supplier for 
the automotive aftermarket 
industry, has expanded its 
line over the years through 
its Carol Cable Co., producer 
of electrical wire and cable. 

Mr. Alperin, former presi- 
dent and board chairman of 
Royal, has been elected di- 
rector and chairman of Cres- 


cent Co.’s executive commit- 
tee. Mr. Riesman, former 
Royal president and board 
chairman, is now director 
and executive vice-president 
of Crescent Co., and presi- 
dent of Carol Cable. 

Milton C. Sapinsley con- 
tinues as board chairman of 
Crescent Co. John M. Sapins- 
ley remains as president and 
chief executive officer of 
Crescent Co., and chairman 
of Carol Cable. 

Also continuing in their 
posts with Crescent Co. are 
Kenneth R. MacLean, vice- 
president in charge of sales; 
and Louis Polana, vice-presi- 
dent in charge of operations. 


sonnel attended the event. 





Two New Men Added to 
Supplee Sales Staff 


James W. Godin and Julius 
G. Rosenthal have joined the 
sales staff of Supplee-Biddle- 
Steltz Co., wholesaler in Phil- 
adelphia. They’ll both cover 
New York and New England. 

Mr. Godin was with Rob- 
ert F. Murphy Co., Hartford, 
Conn., wholesaler, the past 
five years. Mr. Rosenthal 
was with Paramount Cycle & 
Supply Co., Boston. 


Packaging Committee 
To Meet Jan. 18 


The next meeting of the 
Hardware and Housewares 
Packaging Committee will be 
held during the Housewares 


Show in January in Chicago. 

The meeting will be held in 
Conference Room C of Mc- 
Cormick Place, Jan. 18, from 
9 a. m. to noon. 

R. C. Vereen, Liberty Dis- 
tributors, committee chair- 
man, points out that everyone 
attending the Housewares 
Show is invited to attend the 
meeting. 


Rabinowe Offers Trip 


E. Rabinowe & Co., whole- 
saler in Yonkers, N. Y., has 
a special holiday package for 
dealers and their wives. Deal- 
ers are being offered a chance 
to earn a 2-day vacation in 
the Catskills for themselves 
and their wives through pur- 
chases made during the holi- 
day season. 





OBITUARIES 





Harvey S. Egge 


Harvey Scott Egge, 69, a 
salesman for McGowin-Ly- 
ons Hardware & Supply Co., 
wholesaler in Mobile, Ala., 
died recently. He covered 
southern Alabama. 


Dean L. Johnson 


Dean L. Johnson, 75, vice- 
president of Morehouse & 
Wells Co., wholesaler in De- 
catur, Ill., died recently. He 
was with the firm 54 years, 


and was head of the indus- 
trial supply department. 


John H. DePree 


John H. DePree, 83, of 
William DePree Co., hard- 
ware retail firm in Zeeland, 
Mich., died recently. 


Cecil A. Burkhart 


Cecil A. Burkhart, owner 
of Burkhart Hardware, Pitts- 
ford, Mich., died recently. 
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Philadelphia Dealers Weigh Discount Factor 


The Retail Hardware Assn. of Philadelphia heard a discussion on 
ways to recoup dollars lost to discounters at its November meet- 
ing. Speaker was James M. Dixon, associate editor, HARDWARE 
AGE. In the second phase of the meeting, representatives of the 
Arrow Display Corp., Philadelphia, gave a live demonstration on 
how to set up more attractive and productive Christmas displays. 








WORDEN W. GENTINO 


W. W. Gentino Named 
Evans Sales Manager 

Worden W. Gentino has 
been named sales manager 
for Evans Rule Co., Eliza- 
beth, N. J. He was midwest- 
ern sales manager. 

Mr. Gentino joined Evans 
earlier this year. He was 
with Dorsey Endres & Co. 
for 12 years. 


B. E. Bostwick Elected 
Notion Assn. Treasurer 


Burdette E. Bostwick, di- 
rector and first vice-president 
of J. Wiss & Sons Co., New- 
ark, N. J., has been elected 
treasurer of the National] 
Notion Assn. 

Mr. Burdette has been a 
director of the association 
for more than 24 years. He 
is also a director and mem- 
ber of the executive commit- 
tee of the American Hard- 
ware Mfrs. Assn. 


Awards to Wholesalers 


C. M. McClung & Co., 
wholesaler in Knoxville, 
Tenn., received a_ silver 
plaque from Mirro Alumi- 
num Co., Manitowoc, Wis., 
in recognition of their pur- 
chase of a carload of Mirro 
products. 


Two sales achievement 
plaques have been awarded 
Ace Hardware, Chicago 
wholesaler. A mounted 
chrome-plated shovel is the 
award to Ace from O. Ames 
Co. A_ similarly mounted 
electric drill was presented 
by Speedway Mfg. Co. 


The Dutton-Lainson Co., 
Hastings, Neb., recently was 
presented a plaque by the 
Lighting Products Division 
of Sylvania Electric Prod- 
ucts, Inc., for Dutton-Lain- 
son’s “‘distinguished perform- 
ance in merchandising.” 


Reservations Accepted 
For Dallas Convention 


The Southern Hardware 
Convention got underway 
late last month with the an- 
nouncement that hotels are 
accepting reservations. 

The convention will be in 
Dallas April 15-18. The Stat- 
ler-Hilton is the headquar- 
ters hotel. Reservations are 
being accepted also by the 
Adolphus and Baker hotels. 

The announcement from 
Arthur L. Faubel, secretary, 
American Hardware Manu- 
facturers Assn., pointed out 
that advance registration 
blanks will be mailed about 
Feb. 6, and must be returned 
by March 19. 

The Southern Wholesale 
Hardware Assn. will hold its 
meetings in the mornings. 
The wholesaler-manufac- 
turer contact session will be 
on the afternoon of April 16. 
The convention opens April 
15 with the reception. 


Interstate Hardware 
To Hold Two Meetings 


Two meetings are planned 
by Interstate Hardware Mer- 
chandising, Inc., Cleveland, 
Ohio. 

Housewares buyers and 
other executives of the nine 
participating wholesalers will 
hold a dinner meeting at the 
M & M Club in Chicago on 
Jan. 14, the day before the 
opening of the National 
Housewares Show. 

Members of the buying 
committee will meet at The 
Geo. Worthington Co., Cleve- 
land, on March 26-28 to select 
merchandise for the organiz- 
ation’s September and Christ- 
mas handbills. 


R. F. Dorrell Named 
To U. S. Steel Post 


Richard F. Dorrell has 
been appointed advertising 
manager of the American 
Steel & Wire Division of 
U. S. Steel Corp. at Cleve- 
land. Mr. Dorrell joined U.S. 
Steel in 1951 as an advertis- 
ing production assistant. 


Brand Names Contest 
Entries Due Jan. 15 


Dealers have until Jan. 15 
to enter the Brand Name Re- 
tailer-of-the-Year competi- 
tion. Entry cards may be ob- 
tained from the Brand Names 
Foundation, 437 Fifth Ave., 
New York 16, N. Y. 


News of the Trade — 
A. S. Hagenston Heads Montana Assn. 


ten. a bal rd 


A. S. Hagenston, Hagenston Hardware, Glendive, was elected 
president of the Montana Hardware & Implement Assn. at its con- 
vention, Nov. 2-4, in Great Falls. Herbert J. Zent, Zent Hardware, 
Hysham, was elected vice-president. N. O. Blevins, Helena, is ex- 
ecutive secretary-treasurer. Directors are: Neil B. Beatty (im- 
mediate past president) Haas & Associates Implement Co., Great 
Falls; Leslie E. Davies, Davies Farm Supply, Missoula; Albert J. 
Gates, Lewistown; Ford Hughes, Service Supply, Cut Bank; Gerald 
E. Melena, Solberg Implement Co., Scobey; Al H. Nelson, Viaduct 
Implement Co., Harve; John A. Wall, Power-Townsend Co., Helena; 
and E. C. Wiechman, Miles & Ulmer Co., Hardin. Shown left to 
right are Mr. Beatty, Mr. Hagenston and Mr. Zent. 





brief reports of 


MANUFACTURERS SALESMEN 


@ Black & Decker Mfg. Co., Towson, Md.—Robert C. Sieja 
will cover Chicago, succeeding Joseph F. Unger, retired. 
A. Y. Hoff will cover the Cleveland district, filling out the 
staff in that area. 


@ Hardware Div., the Stanley Works, New Britain, Conn. 
—Virginia-North Carolina territory, formerly covered by 
Lester L. Crow for builders’ hardware, has been split to 
provide better service. Mr. Crow will continue to cover 
Virginia. Rudolph D. Ghezzi, with Stanley’s Industrial 
Hardware Div. since 1949, will cover North Carolina. 


@ Magna American Corp., Cincinnati, Ohio—Ernest Frey 
has been named Sawsmith-Shopsmith district manager for 
Ohio, Indiana, Kentucky and West Virginia. He joined 
the firm in 1959 as customer relations director. James C. 
Clark was appointed Shopsmith district manager for Phila- 
delphia and adjacent east coast areas. He was a district 
manager for Nelson Abbotts Dairies. 


@ Marine Div., Howard B. Rich, Ine., Carrollton, Ky.— 
Charles Hunter to cover 14 southern states. Frank Oliver 
to cover New York and other eastern states. Robert Cary 
to cover Indiana, Illinois, Michigan, Kentucky, Ohio and 
other midwestern states. 


@ Reardon Co., St. Louis—Ralph Hamar has _ been 
appointed sales manager for Reardon’s three divisions west 
of the Rocky Mountains. He formerly handled the Reardon 
line as a manufacturer’s representative. Mr. Hamar’s sales- 
men, Bill Stone and Frank McCormick, have been ap- 
pointed territorial representatives. 


@ Landers, Frary & Clark, New York City—Harold G. 
Durham has been named a regional manager with head- 
quarters in Atlanta. He has been with Landers for 14 
years. 


@ Moto-Mower, Inc., Richmond, Ind.—Donald Beyer to 
‘over Colorado, New Mexico, western Texas and Wyoming. 
Edward Finnie to cover the southeastern states. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 


Representatives Wanted, etc. 
Set solid, 50 words or less 


Positions Wanted 
se Rate) set solid, 50 words or 
ss 
Each additional word .05 
Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED REPRESENTATIVES WANTED REPRESENTATIVES WANTED 





REPRESENTATIVES WANTED 


Proven line available for most terri- 
tories for direct-to-dealer represent- 
atives calling on hardware, lawn 
and garden and similar retailers 
and key accounts. Repeat business 
annually runs 6 times initial sale. 
Biggest commissions in industry. 
Supply territory and other details. 


Box 1102, c/o HARDWARE AGE 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 














REPRESENTATIVES WANTED 


National manufacturer of good quality, competitively 
priced paint brushes, has several protected terri- 
tories available. Top commission, all shipments pre- 
paid. Splendid opportunity for the right men. State 
full particulars in first letter. 


Box 909, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











MANUFACTURERS REPRESENTATIVES 
WANTED—calling on retail hardware _ stores, 
builders’ outlets, lumber yards, etc.—to sell com- 
plete line of fine levels for a well established 
midwestern manufacturer. Many territories now 
open. Address Box 1202, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





SALESMAN PLUMBING AND HEATING 
SPECIALTIES. Sell at 10% commission for 
Plumbing Specialty firm established over 20 years. 
Exclusive territory. Replies held confideniial. 
ie ie Supply Co., Inc., 216 Grand Street, Bklyn. 
11, 2 





SALES REPRESENTATIVE WANTED FOR 
ESTABLISHED PAINT BRUSH MANUFAC. 
TURER;; high commissions; several protected ter- 
ritories open; excellent opvortunity for salesman 
having contact with hardware, paint, lumber, 
chain and drug outlets. Address: Box 1210, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, 





SALES REPRESENTATIVE wanted for 
Ala. to sell complete line of builders’ hardware, 
including locksets, door closers, hinges, pack- 
aged fasteners, carded hardware. Box 1131, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 
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SALESMEN WANTED 


With following to sell direct to Hardware, Paint, 
Building Supply Stores and Lumber Yards, lead- 
ing line of competitive unconditionally guaranteed 
paint brushes. Full or side line. Guaranteed terri- 
tories. 
in first 


— particulars and territories covered 
etter. 

Box 1142, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








UNUSUAL SALES OPPORTUNITY 


Hardware retail accounts set up for salesman with 
ability to sell combination of good lines. Good 
commission. Must be financially responsible. When 
responding give resume. Territories open in indiana, 
Michigan, Ohio. 


Box 1211, c/o HARDWARE AGE 





Chestnut & 56th Sts., Philadelphia 39, Pa. 











REPRESENTATIVES 


with following wanted to sell Sharon Assortments 
and Refills directly to the Hardware, Building Sup- 
ply Steres and Lumber Yards in Manhattan-Queens- 
Kings and Bronx Counties, New York. Full or side 
line. Guaranteed Territories—goeod commission. Give 
area covered and full particulars in first letter to 


SHARON BOLT & SCREW CO., INC. 
P.O. BOX 239, NORWOOD, MASS. 








PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now calling on Paint, Hard- 
ware Stores and Lumber Yards, etc. Give all par- 
ticulars first letter, all inquiries held strictly con- 
fidential. Write: 
MAJESTIC BRUSH MFG. CORP. 
210 W. 29TH STREET, NEW YORK I. 














REPRESENTATIVE WANTED 


EXCELLENT LINE for sales representatives calling 
on the retail trade in hardware, department, variety 
and chain stores. Item has excellent repeat busi- 
ness! Good commissions. Write, giving territory and 
background. 


Midwest Plastics Incorporated 
208 Bates Avenue St. Paul 6, Minn. 











ESTABLISHED MANUFACTURER OF 
PLASTIC garden hose and sprinklers, lawn edg- 
ing, floor matting, swim pool and boat covers, 
weatherstrip, storm windows, freezer bags, rain 
guards, tarpaulins, has desirable areas open for 
aggressive, experienced representatives. State lines 
carried, territory covered. Reply in confidence to 
am Plastic & Chemical Corp., Paterson 26, 





SALES REPRESENTATIVE wanted for 
Ohio, Ky. and W. Va. to sell complete line of 
builders’ hardware including locksets, door closers, 
hinges, packaged fasteners, carded hardware. 
Box 1130, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





EXCELLENT LINE FOR SALES REPRE- 
SENTATIVES calling on the Retail Trade and 

ardware, Department, Variety and Chain 
Stores. Manufacturer has complete line of pro- 
motionally priced Aerosols including Paint to 
sell. Top commission paid. Write giving reter- 
ences, lines carried roils territory covered to Box 
1137, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


ESTABLISHED TOOL MANUFACTURER 
has opening covering States of Georgia and South 
Carolina for commission sales representative hav- 
ing established clientele among hardware jobbing 
trade. Exclusive territory. Correspondence so- 
licited. Address: Box 1209, c/o HarRpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





MANUFACTURERS’ AGENTS TO SELL to 
wholesalers. Imported Malleable and C. I. drain- 
age fittings, iron body valves and specialties trom 
well stocked Eastern warehouses. Advise full de- 
tails and territory in first correspondence. Ad- 
dress: Box 1207, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





“REPRESENTATIVES WANTED.’ Expe- 
rienced, aggressive salesmen, to promote a profit- 
able, patented, quality established plumbing spe- 
cialty to hardware and plumbing jobbers. We have 
protected territories available in Virginia, Illinois, 
Michigan, Washington and Oregon. Item has had 
12 years successful promotion. Send us resume 
of your activities and we will tell you about our- 
selves. Address: Box 1206, c/o HarDWARE AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





WISH TO CONTACT PROVEN AND EX- 
PERIENCED HARDWARE SALESMAN for 
state of Georgia to call on better retailers. Six 
man agency with volume lines now cover six 
states. This is rare opportunity to earn deep 
into five figures. 75-25 split of high rate of 
commission. Box 1138, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





ACCOUNTS WANTED HELP WANTED HELP WANTED 





WELL ESTABLISHED 
MANUFACTURER'S REPRESENTATIVE 


seeking one additional line for Hard- 
ware, Plumbing, and Electrical Whole- 
sale Supply for Illinois and Southern 
Wisconsin. 


Address: Box 1205, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














LEONARD PILL 
AND ASSOCIATES 


1903 W. 9th Street 
Los Angeles 6, Calif. 


Terr.: California, Arizona, Nevada 


Six Salesmen Agency 
SERVICE °* DEPENDABILITY © RESULTS 














REPRESENTATIVES 


Covering all phases of jobbers. Can render 
reliable aggressive service. We are na- 
tional distributors with established ac- 
tively operating branch offices in New 
York, Philadelphia, Detroit, Cleveland and 
Louisville. We carry the account or you 
can bill direct. Inquiries invited. Write 
ANCO CORPORATION 
7 Wood Street, Pittsburgh 22, Pa. 











NEW ENGLAND STATES: Three man agency 
established since 1930, interested in major line. 
Large following in hardware, houseware, discount 
houses, chains, club plans, supermarkets, jobbers 
and dealers. Inquiries invited. Suite 314, 43 Leon 
St., Boston, Mass. 





AGGRESSIVE SALES ORGANIZATION 
ESTABLISHED 21 YEARS: Interested in 
quality line for Variety, Auto, Paint, Drug 
Chains, Housewares, Hardware and Rack Jobbers. 
Territories New York, New Jersey, Pennsylvania, 
Maryland, D.C., and Virginia. Box 1128, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





WELL ESTABLISHED SALES REPRE. 
SENTATIVES covering  LIllinois, Wisconsin, 
Minnesota, Missouri, Michigan, Indiana, Ohio, 
Kentucky, interested in line for Variety, Drug, 
Auto, Paint Chains; Hardware, Housewares, 
Rack & Paint Jobbers. Box 1127, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





AMERICAN SALESMEN IN EUROPE eall- 
ing on buyers in Common Market and E.F.T.A. 
Countries wish to handle American-made Hard- 
ware lines; exclusive territorial rights requested. 
Also interested in representing American firms de- 
siring to exhibit and introduce their products at 
International Fairs and Exhibitions in Europe. 
Booming European markets urgently need and 
want American-made products. Address: Box 
1204, c/o Harpware AGe, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


THE SALES EXECUTIVE 
WE WANT 
PROBABLY HAS A GOOD JOB 
RIGHT NOW! 


We manufacture and sell paint . . . good paint. 
We sell many, many gallons of it to leading hard- 
ware and paint distributors and dealers every year. 
There is a splendid opportunity in our organization 
today for a topnotch man who is now selling and is 
familiar with paint outlets. 


You will have a chance to grow in responsi- 
bility and remuneration, share in the present suc- 
cess and future growth of our well-established, pro- 
gressive, promotion minded company, manufacturing 
top-quality products for more than 70 years and 
constantly producing new ones. 


If you can qualify as a Sales Manager, if you 
have proved your ability to open new accounts and 
develop established ones—if you are looking for 
increased earnings and more responsibility—this 
may be the opportunity you are looking for. 


You should be familiar with the distribution and 
selling problems of the hardware and paint trade, 
willing to travel and be able to assist our men 
in the field and our customers with their mer- 
chandising problems. 


If you can measure up to this job, we offer 
you a Substantial Starting Salary, a Generous Bonus 
and Liberal Fringe Benefits. 


Write us fully regarding your background and 
experience. Your letter will be held in strict con- 
fidence. Our men know of this advertisement. 


Address: Box 1200, ¢/o HARDWARE AGE 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 














WELL ESTABLISHED TEAM MANUFAC. 
TURERS REPRESENTATIVES open for ad- 
ditional hardware, housewares or garden line for 
Metropolitan New York and New Jersey. Con- 
centrated persistent coverage of hardware, house- 
wares and garden wholesalers, rack jobbers, syn- 
dicate chains and catalog houses. Excellent 
reputation in trade. Box 1100 c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


A PROGRESSIVE EASTERN VOLUNTARY GROUP 
WHOLESALER is in the process of restaffing. There 
are openings for experienced hardware men who 
have been displaced by the changes taking place 
in distribution. Opportunities open for men with 
Catalog, Sales Promotion, Purchasing, or Merchan- 
dising experience. Men desiring an opportunity in 
these areas can tind a satisfying outlet for their 
ambitions with this company. Location is suburban 
area, pleasant family living, good schools. Reply 
in confidence, with resume, to 


Box 1145, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











WHOLESALE BUYER 


Man with wholesale hardware experience in 
Builder's Hardware, Plumbing, Electrical, Gar- 
den Supplies. Will work with inventory control, 
budgets and modern record keeping methods. 
Good growth opportunity. Replies treated con- 
fidentially. Send resume to 
Box 1143, c/o HARDWARE AGE 

Chestnut & 5éth Sts., Philadelphia 39, Pa. 











WEST COAST TRADE ASSOCIATION is 
seeking top Merchandising Manager to work with 
retail members to improve their merchandising, 
operational systems, promotions and sales. Good 
future for right man. Give all particulars first 
letter, all inquiries held strictly confidential. Ad- 
dress: Box 1213, c/o HaArpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 


CATALOG COMPILER and SALES PROMOTION 
man for wholesale hardware company. Experi- 
ence in catalog work and consumer sales pro- 
motion needed. Good growth opportunity. 
Welcome resumes from qualified men with 
experience in advertising agency, grocery job- 
ber, etc. Replies treated confidentially. 

Box 1144, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











BUSINESS OPPORTUNITIES 





UNUSUAL OPPORTUNITY 


FOR SALE: Retail hardware business—ecame loca- 
tion years—-Growing Jersey shore area—Clean 
stock (90% less than year old) of Hardware, House- 
wa Electrical & plumbing supplies, Paint, Giass, 
Gifts. Modern attractive building—exeellent lease. 
Owner wishes to retire—Medium five figures cash 
required. Principals only. 


Box 1212, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











HARDWARE: Established since 1862. Main 
Shopping center. Clean stock approximately 
$50,000. Sales volume 1960, Hardware depart- 
ment $160,000, Household appliances (top brands 
inventory approximately $35,000. 1960 sales 
volume $190,000. Modern Fixtures. 60 space 
parking from rear. Available with or without ap- 
pliances. Excellent lease. 10,000 sq. ft. modern 
building. hone Watsonville, California, PA 
4-4749 (Lou Treichel) or write P.O. Box 989, 
Treichel Hardware and Plumbing Company, 317 
Main St., Watsonville, California. 





FOR SALE: Retail Hardware, Plumbing and 
Heating Store, established over 20 years. Located 
in Northwest North Carolina, Piedmont Area. 
Sales volume for 1960, $145,000. Clean stock and 
fixtures. Reason for selling, ill health. Reply to 
Box 1124, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





FOR SALE, 5 story 25 foot building in down- 
town Manhattan. Immediate possession, elevator. 
oil, partly air conditioned, in good neighborhood 
for hardware. Might lease: Gilbert Elliott 141 East 
6list St., New York 21, New York. TE 8-0320. 


POSITIONS WANTED 


SALES AND EXECUTIVE EXPERIENCE 
for twenty years in wholesale hardware, house- 
wares, and appliances. Desire territory in Middle 
Atlantic States with established representative. 
Mature man, excellent references. Address: Box 
1208. c/o Harpware Ace, Chestnut & 56th Sts... 
Philadelphia 39, Pa. 











ION WANTED: 25 years’ experience 
in pine Sab housewares and allied lines as man- 
ager and buyer in retail. Looking to relocate in 
Philadelphia and New Jersey in retail, or = a 
salesman for reputable manufacturer or —— ac- 
turer’s representative. Age 45. Box —— it 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 








MOWER SNOW BLOWER chainsaw out 
board specialist seeks administrative or —— 
tional position. 2 years sales manager —= ne: 
turer of small power equipment, 4 years actor) 
man small engines, 1 year partner retail opera- 
tion. Degree, speak Spanish, age 38. “rr 
Rox 1201. c/o Harpware Ace, Chestnut & f6t 
Sts.. Philadelphia 39, Pa. 








THOROUGHLY EXPERIENCED SALES- 
MAN or sales engineer with experience in direct 
to. retail, jobber, distributor and factory sales 
wishes to represent manufacturer in New Eng- 
land or Metropolitan New York or a _combina- 
tion of both. A real worker. Commission or 
other satisfactory means of compensation. Might 
consider position with outstanding Manufacturers 
Agency. Box 1134, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A 
Ajax Wire Specialty Co. 


American Telephone & Telegraph 
Co. Classified Tel. Dir. & Trade 


Arrow Fastener Co., Inc. 
Atias Tack Corp. 


Atias Tool & Mfg. Co. 


B 
Bethlehem Steel Co. 
Black & Decker Mfg. Co. 


Brigas & Stratton Corp. 


Cc 
Campbel! Chain Co. 
Champion Brass Mfg. Co. 


Columbian Rope Co. 


Danish Import 


Delta Power Too! Div. 
Rockwell Mfg. Co. 


Desmond-Stephan Mfg. Co. 


Diamond Alkali Co. 


Dutch Brand Div. 
Johns-Manville Corp 


Dykem Co. 


E 
Eagle Electric Mfg. Co., Inc. 39 


Eastman Chemical Products. Inc. 4) 


Ford Motor Corp. 


G 
Gates Rubber Co. 
General Filters, Inc. 
Gilmour Mfg. Co. 


Gries Reproducer Corp. 


H 


Harmon Machine Co., Inc. 
Sand's Level & Too! Div 


Hyde Mfg. Co. 





K 


Ka-Bar Inc., Olean, New York .. 


| Keil Lock Co., Inc..... 
| Kyowa Rubber Industry Co.., 


L 
Liberty Distributors, Inc. 


M 
Marshalitown Trowel! Co 


Miller Co., Inc., Robert E. 


Minnesota Mining & Mfg. Co 56, 


N 
National Cash Register Co 
National Mfg. Co. . 
North & Judd Mfg. Co. 


p 
Patent Novelty Co. 
Pennsylvania Saw Corp. 


Pioneer Gen-E-Motor Corp 


R 
Radiator Specialty Co. 
Red Devil Tools 
Reichert Float & Mfg. Co. 


Republic Steel Corp. 


Ridge Tool Co. 


Rockwell Mfg. Co. 
Delta Power Tool Div. 


S 
Sharon Bolt & Screw Co. 
Slaymaker Lock Co. 
Superior Fastener Co. 


Swingline, Inc. 


Tate Co., E. H. 
Thompson Co., E. A. 


Tier-Rack Corp. 


U 
United States Graphite Co 


Upland Industries, Inc. 


Ww 
Warren Tool Corp. 
Weller Electric Corp. 
Wessel Hardware Corp. 
Woodhill Chemical Co. 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware 





=.) “PENN STATE” 


Ts ar 
A 


PENNSYLVANIA SAW CORPORATION 














DOMES OF SILENCE 
RUBBER CUSHION GLIDES 











Bakelite Caster Cup 


6 Sizes, 
11/16”, 1%”, 1Y%e". 


ORIGINAL of SI 
Lala 


Set of 4 ina 
3-color Box, 
12 Boxes in 
on. 
ie”, 1%e”. 
Yes %”, 


8 >» 
V2", 
%,” 


| okie 


sat Save RUGS 
eT ee 


PROMPT SHIPMENT (=== 


Ask your jobber, if he is not supplied, write 


ROBERT E. MILLER & CO., INC., 





35 Pearl S#.. New York 4. N. Y. 


Rubber Expander 
Tubular Glide 
Upholstery Nail 








~ 


Adjustable Rubber 


Adjustable Tubular 
Cushion Glide 


Spring Type 











Want more facts? Circle 155, p. 35 
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HONED AXLE RACE — 
less friction, 
less drag on the cut. 





PERFECT EDGE, 
UNIFORM CHAMFER — 
cleaner cuts every time. 


NYLON AXLE — 
lubricant impregnated. 


GROUND SURFACE — 

far smoother, 

free rolling action. 

Longer life. 
MICRO-MACHINED SLOT — 
prevents wheel wobble. 








| “a EXTRA FINISHING 
Regardless of model number, , A OPERATION — 
every Red Devil Glass Cutter , smoother handle. 


made this new way is identified 
by white band below blue tip. 





new WRed Dewu crass cuTTER 


obsoletes all previous standards of glass cutter precision...and uniformity 


First to employ new missile-age tooling techniques, Red Devil 
ene secret te has just placed in operation a completely new glass cutter pro- 
PERPETUAL FORM CONTROL duction facility that obsoletes every hitherto known standard of 
The machines that grind the precision in glass cutter wheel manufacture. It employs a radi- 
cutting wheels of the new Red cally new grinding method proved in close-tolerance grinding of 
Devil Glass Cutters adjust au- critical missile components. Red Devil is first to use it in making 
tomatically for wear. This 3 glass cutter wheels. Words can’t tell the difference this technique 


means the cutting angle is iden- makes ... but users can. Right from the very first cut! 
tical on every Red Devil cut- 


ting wheel—a feature never pos- No increase in price 
sible before in glass cutters sold 


at standard prices. By tooling for high-volume production, Red Devil can put this 


vastly improved glass cutter on the market, through established 
suppliers, at no increase 1n price. 


Better packaging, too! Comes in clear plastic pouch—for carrying in pocket, 
hanging near the work. Protects wheel and axle, helps preserve lubrication. 


Call your jobber now to order your initial stock of these vastly improved cutters. 


Red Devil Took. vnice us vs 


World's largest manufacturer of painters’ and glaziers’ tools — since 1872 


